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“WPB Lifts Wraps on Coin Ma- 
chines.’—Headline in ADVERTISING 
AGE. 

Maybe they will unwrap one 
that will return the coin if it can’t 
deliver the chewing gum. 


Proofs 


me. 


Halitosis used to be considered 
the greatest gift to advertising 
ever invented, but from the stand- 
point of linage, don’t underesti- 
mate the importance of athlete’s 
foot. 

" FF 

Secretary Ickes steps out of his 
curmudgeon role to pay tribute to 
the magnificent wartime achieve- 
ments of the petroleum industry. 
Maybe he thinks President Tru- 
man is going to accept his resig- 
nation, too. 

a oO 


Erwin, Wasey & Co. of the Pa- 
cific Coast is now Honig-Cooper 
again, much to the relief of per- 
plexed promotion men who were 
having difficulty telling the differ- 
ence between Tweedledum and 
Tweedledee. 

V7 Vv YF 

Publishers whose editions were 
held up by the Chicago truckers’ 
strike are hoping the union will 


adopt that Post Office slogan, 
“Neither rain nor snow,” etc. 
7, VY v 


An amateur grammarian attacks 
this column’s use of relative pro- 
nouns, in such constructions as 
“Who do you suppose is,” etc. 
Well, Rough Proofs is willing to 
back its “who” against anybody 
else’s “whom” at the customary 
odds of 8 to 5. 


a Yn 


Bakers are downcast because 
Reader’s Digest says their favorite 
product tastes like wall paper. 
Maybe they should consider let- 
ting Mr. Wallace pick the flavor 
for the adhesive that goes on the 
bread labels. 


y fey 


LHJ proves “the power of a 
woman” by showing a red-headed 
lady with three red-headed kids. 

Haven’t they seen “Life With 
Father’? 

. 3 Ww 


Just because those Oneida pin- 
up girls have made a big hit with- 
out use of cheese cake, don’t get 
the idea that servicemen have lost 
any of their pristine interest in 
legs. 

a ae 

‘rue quotes a GI as saying that 
after all the places he’s seen, 
“Jersey City is just a dump!” 

layor Frank Hague would un- 
doubtedly like to identify the 
author of this base canard. 


+ 3 © 


rene Flack, the world’s greatest 
edian, is the new president of 
New York Sales Executives 
, and his admirers hope his 
dignities won’t prevent the 
ibers from enjoying bigger 
better laughs. 


\ ) 


1 oe 


n jewel tones of russet and 
ze, even a tubercular eye has 
hetic appeal,” says a News- 
k review of the Modern Medi- 
art show. 


onder what they could do} 
1 W. C. Field’s frontispiece. 
y,vy 


Mayor LaGuardia really de- 
s that he doesn’t want to run 
n, there are a lot 
ters who are convinced that the 
should go to Danny Gardella, 
‘th hitter de luxe. 


Copy Cus. 


Few Publications 
Seriously Delayed 
by Truck Strike 


Chicago, May 24.—A hectic time 
was had by all, or almost all, the 
printers and publishers here dur- 
ing the seven-day strike of 6,500 
independent union truck drivers 
that seems today to have ended. 

An order issued late yesterday 
by President Truman authorizing 
the Office of Defense Transporta- 
tion to use Army troops to oper- 
ate some 7,000 trucks involved 
continues in effect, but probably 
will be canceled right away, for 
the Chicago Truck Drivers Union, 
representing the strikers, called 
off the strike as soon as it heard 
of the President’s action. 

Up to last night the drivers and 
their union were stating flatly that 
the strike would continue even if 
the government took over the 
truck operations—a threat that 
i\had the printing and publishing 
industry here in a high state of 
turmoil. As it is, a few weekly 
publications came out several days 
late last week, and even some pub- 
lishers of monthly magazines don’t 
know whether their next issues 
will be out on schedule. 


of Giant | 


Most Out on Time 


| The week-long strike had a 
| widely varying effect on the pub- 
\lishing industry because of vary- 
|ing dates of publication, methods 
|of printing and binding, methods 
|of assembling and distributing, 
etc. The strike came at and lasted 
just the right time for most of 
the monthly magazines, not sched- 
uled for movement out of the city 
for another week or so. 

Among the magazines printed 
here which printers and publish- 
ers report will come out on time 
are Coronet, Cosmopolitan, Es- 
quire, Fortune, Good Housekeep- 
ing, Liberty, the Simmons-Board- 
man railway monthlies, Ziff-Davis 
magazines, etc. The Esquire staff 
plans to put in some overtime get- 
ting type forms moved in time to 
get out the overseas issues, but 
seems sure these will not be de- 
layed. 


‘Look’ Somewhat Delayed 


The bi-weekly Look, 900,000 
copies of which were at Alco- 
Gravure waiting to be trucked to 
Franklin Bindery for binding 
when the strike came a week ago, 
lay on the lithographer’s floor un- 
til today, with Look representa- 
tives facing the prospect of con- 
siderable delay in getting on the 
newsstands. Now they expect to 
get copies on the streets on time 
Tuesday or only a day or two late. 

This Week, printed at the Alco 
plant, will not be delayed because 
it was bound there and was 
shipped out as freight from the 
railroad siding at the plant. 

R. R. Donnelley & Sons Com- 

(Continued on Page 65) 


Fine Art... 


in Advertising. Read 
‘Creative Man's’ View, 
Page 61. Other features: 


Ad-libbing 12 
Editorials 12 
Feature Page él 
Getting Personal 42 
Information for Advertisers 12 
In Washington 36 
Obituaries 65 
Photographic Review 71 
Postwar Planning 64 
| Rough Proofs | 
| Voice of the Advertiser 46 


Molecules hive longer now | 


CITES RESEARCH—The first ad in 
Shell Oil Co.'s campaign scheduled 
for monthly newspaper insertions to 
the end of the year, is this copy, which 
gives an example of Shell research. J. 
Walter Thompson Co., New York, is 
the agency. (Story on Page 69.) 


Economy Drive 
Threatens OWI's 
‘Ad Department 


Washington, May 25.—Program 
and media people of the OWI do- 
mestic branch were disheartened 
this weekend, with a feeling de- 
veloping that anti-OWI sentiment 
in Congress and the press may 
sweep away their entire operation. 

Staff members who have at- 
tended hearings on the 1945-46 
budget, expected to reach the floor 
next week, bring back distressing 
reports of committeemen intent on 
wiping out the agency because 
they have heard weird stories 
about the overseas: operation, or 
an alleged censorship of govern- 
ment news. 


Record Is Forgotten 


OWI people found Congress 
completely uninformed about the 
function of the domestic branch 

(Continued on Page 69) 


Availability of 
Materials Depends 
on Military Needs 


Washington, May 24.—The stage 
has been efficiently set for the 
production of new consumer goods, 
it was generally agreed, but the 
cutback situation remains so thor- 
oughly muddled this week that no 
one, from WPB Chairman J. A. 
Krug down, could predict when 
the show would start. 

Without fanfare, WPB continued 
to lift its restrictions on the pro- 
duction of dozens of items, against 
the day when materials would be 
available for manufacturers to go 
into production. 

Availability of that material 
rested squarely upon the size and 
speed of Army cutbacks, which 
have been proceeding with such 
irregularity that Mr. Krug pub- 
licly guessed that durables will 
not appear until October at earli- 
est. 


Estimates Made for Industry 


Among the preparations that 
WPB had completed by V-E Day 
was an estimate of the recon- 
version requirements for 72 major 
industries, and the speed with 
which they will be able to produce 
once the materials and facilities 
are available. 

Under the WPB “dream plan,” 
for example, it is supposed to take 
eight months from the time recon- 
version starts before we are mak- 
ing $620,500,000 worth of auto- 
mobiles per quarter—the break- 
even point for the auto industry— 
and it would be 15 months before 
the auto makers are at the “all- 
out” rate of $1,127,400,000 per 
quarter. 


Covers 72 Industries 


The survey covers almost every 
important industry. Sewing ma- 


(Continued on Page 66) 


Last Minute News Flashes 


Lorillard Picks Two Shows for Summer Replacements 
New York, May 25.—P. Lorillard Company, through Lennen & 
Mitchell, has decided on the 13-week summer replacements for its two 


Old Gold network programs. On 


June 13, “Detect and Collect,” a 


comedy quiz with Wendy Barry and Fred Uttal, replaces “Which Is 
Which” on the full CBS network, Wednesday, 9:30-10 p.m., EWT, and 
on June 17 “Meet Me at Parky’s” with Parkyakarkus takes over for 
“Comedy Theater” on the full NBC network, Sunday, 10:30-11 p.m. 


Scaife Named Ad Manager of G-E Department 


Bridgeport, Conn., May 25.—A. 


L. Scaife, merchandising manager 


of General Electric Company’s appliance and merchandise department, 
also has been appointed advertising manager of the department, suc- 
ceeding Boyd W. Bullock, resigned. Mr. Bullock has not announced 
his plans. The G-E department is now reported to be spending $5,000,- 


000 annually in advertising. 


Textron Shifts Helen Hayes Show to CBS 


New York, May 25.—Textron, Inc., sponsor of ‘‘This Is Helen Hayes” 


on 205 MBS stations, Sunday, 10:15-10:30 p.m., EWT., 


moving to the full CBS network, 


on Aug. 18 is 
Saturday, 7-7:30 p.m., EWT. Plans 


for the new show will be announced later. Agency is J. Walter Thomp- 


son Company, New York. 


Zenith Promotes Foot-Control Auto Radio 


Chicago, May 25.—A postwar auto radio operated by a foot button 
capable not only of changing stations but of regulating volume and 
temporarily dimming out programs, will be promoted in Collier’s, be- 
ginning with the June 2 issue, The Saturday Evening Post and auto- 
motive papers, by Zenith Radio Corporation, through Critchfield & Co 


The radio will be sold only to car 
‘ 


manufacturers. 


Berks-Lehigh Promotes Apple Juice in Dailies 


Fleetwood, Pa., May 25. 


Berks-Lehigh Cooperative Fruit Growers, 


Inc., through Associated Advertising Service, New York, is launching 
small-space advertising for Red Cheek apple juice in New York, New- 


ark and Philadelphia dailies. 


WPB Adopts ‘Hands Off’ 


Policy on Reconversion 


‘Give People Scope 
and Leeway': Krug; 
Auto Makers on Own 


Washington, May 25.—‘‘Pieces 
of the reconversion jigsaw will 
move into place if we give people 
scope and leeway,’ WPB Chair- 
man J. A. Krug predicts in a full- 
dress report on industrial demo- 
bilization for release Monday, out- 
lining the plan by which industry 
will turn back to civilian activity 
with a minimum of regulation. 

Asserting that WPB is well 
prepared for the transition, Mr. 
Krug said, “The danger confront- 
ing us as I see it, is that we will 
overlook the natural resilience of 
the economy—the capacity of 
wholesalers, manufacturers and 
retailers to readapt themselves to 
changed conditions and hence 
quickly to utilize the resources re- 
leased from the munitions pro- 
gram.” 


Hands Off Attitude 


“We should be lost in a myriad 
of rules and regulations if we were 
to attempt in Washington to see 
that every manufacturer, whole- 
saler or retailer got his exact 
share of released manpower or 
materials,” Mr. Krug said, and 
WPB would get in the way of 
reconversion rather than speed it. 

Although military programs will 
continue at an annual rate of $54 
billion during the next eight 
months, he said, sufficient man- 
power, materials and facilities will 
be released so that civilian produc- 
tion can soar 30% above 1939. 


Sees Huge Demand 


Pent-up demand is a foundation 
upon which the country can build 
a strong transitional economy, the 
WPB chairman asserted. “Statis- 
tics indicate that in 1944, if goods 
had been available, people would 
have spent close to $120 billion. 
They actually spent only $98 bil- 
lion. In 1942 and 1943 consumers 
similarly were unable to use their 
incomes as they normally would 
have.” 

Mr. Krug also pointed to a back- 
log of industrial plant expansion 
and to the foreign market for food, 
clothes, industrial equipment and 
raw materials. 

Transition in many industries 
will be far less difficult than 
imagined, the WPB chairman pre- 


Northwest Ads 


Hail New Route 


New York, May 23.—To an- 


;nounce the inauguration, on June 


1, of coast-to-coast air service, 
Northwest Airlines is sponsoring a 
four-week newspaper campaign in 


New York and Detroit. Insertions 
run from 600 to 1,000 lines and will 
appear in every newspaper in both 
cities. 

The air line also will promote the 
new service in newspapers in all 
on-line cities, from Seattle to New 
York. The service might be adver- 
tised more extensively but for the 
opposition of the Office of Defense 
Transportation to promotional air- 
lines’ copy during the war. 

The first advertisement is cap- 
tioned: “Now for the first time... 
across the top of the country 
Northwest flies coast-to-coast” and 
calls the route the “fabled trade 
route between Atlantic and Pa- 
cific.” 

Newell-Emmett Company, New 


York, is the agency 
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dicted, pointing out that of 51,- 
200,000 civilian workers, 44,600,000 
are in agriculture, railroading, 
steel, retail trade and other jobs 
which will continue regardless of 
munition schedules, and that many 
other consumer goods plants, cur- 
rently engaged in war work, will 
retain their employes after the 
transition. 


Free Choices Left 


The WPB transition program, he 
pointed out, is designed to take 
full advantage of the natural 
forces working toward reconver- 
sion and reemployment. “In this 
way, the choice of what and how 
to produce, buy, and sell after 
positive assistance to the military 
and essential civilian activities 
will be left to the decisions 
of thousands of manufacturers, 
wholesalers, retailers, farmers, and 
ultimate consumers rather than to 
government agencies and officials,” 
he said. 

Meanwhile Mr. Krug announced 


that production of automobiles 
would go ahead July 1 without 
priorities assistance, but that a 
quota of approximately 200,000 
cars would be allocated among 
prewar manufacturers on the 
basis of their production history, 
with special provision for any 
newcomer to enter the picture. 


Auto Makers On Own 


Manufacturers will have to find 
whatever materials they need on 
a free market, Mr. Krug pointed 
out, because WPB is not in a posi- 
tion to assure the industry that it 
will get whatever supplies it needs. 

Mr. Krug said that 400,000 cars 
would probably be authorized for 
the first quarter of 1946, and that 
production may have to continue 
on a quota basis until the middle 
of 1946. Output of 2,000,000 units 
during the first year of produc- 
tion, beginning July 1, may yet be 
approved. OPA Chief Chester 
Bowles has advised that the 1945 
cars will be rationed to essential 


users, and there is no indication 
when cars will be available for 
“free purchase.” 

Although auto makers, largely 
by choice, are not relying on WPB 
priority assistance, refrigerators 
and washing machines are to go 
into production July 1 under regu- 
larly scheduled programs which 
will provide materials for about 
half a million of each. Quotas have 
been assigned to prewar and new 
manufacturers, and the products 
will be reserved for essential users. 


Race for Tools 


Initial auto output now becomes 
a race between various companies 
for machine tools and materials. 
While tools are already on order 
and are expected to be delivered 
around July 1, with the exception 
of some heavy machine tools now 
being expedited with government 
assistance, actual car production 
may be retarded by scarcity of 
such materials as lead, tin, certain 


chemicals, textiles and rubber. 


W.-M. CHASE CO. 
Place Their Story 
Where Metal Men 


Look for 
oo 


@ A new alloy is live news to 
metal men. 


And the place they look for such 
news is The Metals Review. 


For The Metals Review covers 
metal news. 


Each month, concise, double-quick 
digests of magazine articles, books 
and lectures report the technical 
advances in metals for 20,000 key 
metal men. These digests search 
out their particular interests, give 
them, in quick, direct form, the 
information they must have. And 
the page arrangement which puts 
advertising near related editorial 
material is, perhaps, the top reason 
for the high reader interest — and 
the high response metal men give 
advertisers. 


If, like the W. M. Chase Co., your 
product is alloys, or if you are sell- 
ing metal working equipment or 
any product or process in the 
metal field, you'll find high inter- 
est when you advertise it in the 
columns of The Metals Review. 


Wire or phone collect for full 
details. 


ti = West 42nd St. 
j York 18, N.Y. 
DON HARWAY 
| West Coast 
816 West Sth 
Los Angeles 13, 


| 


\ 


Wallace Announces 
World Trade Study 
to Help Business 


New York, May 24.—Reyival of 
“the system of information on 
foreign business firms, known as 
‘world trade directory reports,’ ” 
which was discontinued in 1940, 
was announced by Henry A. Wal- 
lace, secretary of commerce, be- 
fore the world trade luncheon of 
the New York Foreign Trade Week 
Committee here today. 

“The Department of Commerce,” 
Mr. Wallace explained, “intends 
to keep the business world 
promptly posted with regard to 
current changes in foreign mar- 
ket conditions—tariffs, trade con- 
trols, and unusual privileges or 
limitations which apply to Ameri- 
can firms when operating abroad.” 


Get Full Information 


Through the department’s 26 
commercial field offices in this 
country, local exporters and im- 
porters can “get full information 
as to the changing situation 
abroad, as it may affect any par- 
ticular commodity. I intend to do 
all that I can to help the Depart- 
ment of Commerce furnish Ameri- 
can foreign traders with prompt 
and adequate service... 

“The commercial attaches of the 
foreign service have been asked 
for fresh surveys of current eco- 
nomic conditions, so that we may 
have their estimate as to just 
what the state of the foreign mar- 
ket will be.” 

In addition to aiding large 
American firms, which have their 
own market information facili- 
ties, Mr. Wallace hoped that “we 
may be able to pay more atten- 
tion... to the needs of the small 
and medium-size business firms.” 
He asked such export firms to 
“work with Congress, after clari- 
fying in their own minds just 
what changes should be made in 
the Webb-Pomerene law to make 
it a better servant of the small 
business man engaged in foreign 
trade.” 


Plans Specialized Research 


To “avoid the mistakes of the 
twenties,” he urged “specialized 
research to discover just what 
types of imports will best help 
the economy of the United States. 
We must learn to look on imports 
as a benefit, not as a damage.” 
He suggested “an examination 
into the special problems of those 
businesses which may be dam- 
aged by larger imports”; urged 
cooperation with foreign nations 
“to remove obstacles which inter- 
fere with the granting of pass- 
ports and visas,” and pointed out 
that “a greatly increased Ameri- 
can tourist traffic can serve as a 
basis for expansion of exports. A 
billion dollars obtained from a 
greatly expanded tourist traffic 
can serve just as effectively for 
expanding our exports as a bil- 
lion dollars obtained from in- 
creased imports of foreign goods.” 

Mr. Wallace expressed his in- 
terest in “suggestions from the 
trade press that the big stores 
should use their display windows 
to drive home to the public the 
stake which we all have in an 
expanding two-way foreign trade.” 

Fred I. Kent, a director of the 
Bankers Trust Company, New 
York, was announced as winner 
of the Captain Robert Dollar Me- 
morial Award for his long work 
to advance foreign trade. 

Herbert S. Houston, a member of 
the education committee of Na- 
tional Foreign Trade Council, and 
former president of the Advertis- 
ing Federation of America, was 
praised by speakers for initiating 
“the World Friendship Hour,” a 
project of the World Education 
Service Council. This was ob- 
served on the opening day of the 
San Francisco conference in 
schools throughout the United| 
States. In the fall it will be in-| 
troduced into schools of many | 
countries. 


| 
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‘Farm & Ranch’ Moves | 


The Toronto office of Farm &| 
Ranch Review has moved its of- 
fices to the Metropolitan building. | 
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NIIC Keeps Onl: 
Fund Raising Job: 
NAM Gets Ad Tc Sk 


Chicago, May 24.—Functio; of 
the National Industrial Infor,- 
tion Committee of the Nationa) 
Association of Manufacturers } ;\. 
been restricted entirely to tha’ of 
fund raising, and J. Howard | 
president, Sun Oil Compa 
Philadelphia, has been elec: 
chairman. He succeeds Alfred 
Sloan Jr. of General Motors (Cor. 
poration, 

Clifford E. Harrison Jr., direc. 
tor of NIIC, said today that these 
recent changes do not mean ‘hat 
the large-scale advertising and 
other promotional activities for. 
merly handiead by the committee 
will be abandoned by the NAM. 

Here for a meeting of NAM’s 
board of directors at the Palmer 
House this week, Mr. Harrison as- 
serted that the matter of future 
advertising by the NAM was not 
taken up at the present meeting 
but that such activity will be con- 
tinued by a new public relations 
division. 

Wampler Heads Activities 


Pending formation of that divi- 
sion and appointment of an NAM 
vice-president as its head, the 
public relations functions will be 
controlled by the NAM public re- 
lations policy committee. This 
committee actually has no chair- 
man at present, but Cloud Wamp- 
ler of the Carrier Corporation is 
assuming the responsibilities of 
the chairmanship. 

The NIIC has been inert for the 
past four months so far as its 
previous handling of the once am- 
bitious public relations program 
is concerned. Last January it sud- 
denly dropped its program calling 
for fortnightly insertions in 500 
newspapers intended to uphold 
free enterprise and promote the 
unity of labor and capital. The 
campaign was handled through 
Kenyon & Eckhardt. For nearly 
a year previous to the running of 
the campaign last December and 
January, plans for the NIIC to go 
into action had been worked and 
reworked by the committee and 
Arthur Kudner, Inc. 


Was F 


Prints Weekly Digest 

The St. Louis Globe-Democrat 
has begun printing a “Weekly 
Business Digest,” containing cur- 
rent news of interest to the re- 
tailers to whom it is mailed. The 
digest, printed in booklet form, 
has evolved from the newspaper's 
more detailed “Monthly Sales Plan 
Indicator,” which it has issued for 
several years. 


. . ’ 

Rejoins ‘Newsweek 
Arthur Stein, for the past two 
years with the Army Signal Corps, 
has rejoined Newsweek as pro- 
motion manager, the position he 
held for five years before enter- 
ing service. Donald L. Curtiss 
will remain as director of research, 
promotion, and new development. 


To Barnes & Reinecke 


Marie Nordby, formerly w'" 
Marshall Field & Co., advertis 
department, has joined Barne 
Reinecke, Chicago industrial 
signer and engineer, as assisi 
in the advertising and public 
lations department. 
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“It seems queer to me, Hor 
that WFDF Flint has mw 
mentioned your Brigadier ( 
eral Smith.” 
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Unfortunately, this is an advertisement . . . 


Or names could be named and rights of privacy could be 
ignored. 


But this story loses none of its fury even without the names. 
Should you want those, you’ll find them in True Detective and 
Master Detective. 


It is one of many stories like it in these two great magazines 
fighting, among other things, easy-going, soft-hearted and un- 
'ealistic parole boards. 


Specifically, it is the story of G—— H—— murderer, a dozen 
mes over, and deadly as a rattlesnake. His first jail sentence 
is for 20 years for manslaughter. 


G —— H —~— served only 20 months of his 20-year sentence 
1en he was paroled. Out only a short while, he sought the com- 
iny of a woman unfortunately encumbered with a husband who 


hee of the eight M§ACFKFADDEN PUBLICATIONS 


remonstrated. G—— H—w— shot him, killed him. Arrested again 
this double killer was again given his freedom on bond. And—while 
out on bond—he killed four more people! 


You won’t hear from G—— H—W— any more. And thanks 
perhaps in great part to the devastating national publicity in the 
magazines of Macfadden Men’s Group, you won’t hear from his 
Parole Board any more. Parole Boards across the nation as well, 
more clearly see their great social responsibility. For these maga- 
zines follow through on a jury’s just decision. These magazines 
remain a jury after the appointed jury is discharged. 


K * 4 * 
Publications that steadfastly and tirelessly fulfill a great social 
purpose have a unique place in the esteem of their readers. 


That esteem is an important part of the advertiser’s franchise 
in the magazines of Macfadden Men’s Group. 
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Gov't Increases 


Newsprint Needs, 
Publishers Told 


Washington, May 24.—Increased 
military and export demands for 
newsprint are offsetting increased 
shipments of 15,000 tons a month 
which Canadian manufacturers 
will make to the United States be- 
ginning July 1, J. Hale Steinman, 
director of the printing and pub- 
lishing division, told a task group 


of newspaper publishers today. 

Although Canada is to ship 215,- 
000 tons monthly instead of the 
200,000 tons a month it has been 
shipping for the past 18 months, 
Mr. Steinman said the outlook for 
augmented newsprint quotas dur- 
ing the third quarter is not too 
favorable at this time. 

On the contrary, the task com- 
mittee recommended a further re- 
duction in inventory as of June 
30 to overcome a backlog of 50,000 
tons of newsprint orders which 
Canada has been unable to fill. 

The present rate of newsprint 


orders from the Army, FEA and 
other government agencies is run- 
ning at a rate of 20,000 tons or 
more per month, which is much 
in excess of 1943 and 1944 re- 
quirements, Mr. Steinman said. 
“So long as this rate continues it 
will act as a continued deterrent 
to increasing newsprint consump- 
tion quotas,” he added. 

The task force will report to the 
full industry advisory committee 
on June 11, on the proposed in- 
ventory cut, and on a meeting June 
7 with Canadian manufacturers 
again proposing 30-pound paper. 


Starts New Drive 

A new schedule for 2-Way insect 
repellant, product of Canadian In- 
secticide and Chemical Company 
Ltd., has been released to Cana- 
dian dailies by Locke, Johnson & 
Co. Ltd., Toronto. 


Houbigant Ups Georgi 

H. T. Georgi, district sales man- 
ager of Houbigant Sales Corpora- 
tion, for metropolitan New York, 
has been named manager of the 
wholesale and chain drug store 
divisions of the company. 


HE volume of passenger-train cars to be ordered 
during the first five years after the war may well 
approach the total attained in the early 1920's. For 
the five years, 1920 to 1924, the average was 2,024 per 
year, of which 372 were parlor, club, lounge and 
sleeping cars, 708 postal, baggage and express cars, 


and 793 coaches and coach combinations. After the 
war, there may be fewer orders for postal, baggage 
and express cars and perhaps more for coaches and 
Pullman-type cars. 


Information on the prospective market for passenger 
cars and equipment and other phases of the railroad 
post-war outlook—of timely value to manufacturers 
—is provided in the 100-page booklet, the Post-War 
Railway Market for Manufacturers*, prepared by the 
editors of Railway Age and its three associated pub- 
lications. 


Manufacturers with products in the basic railway 
market should prepare now through regular business 
paper advertising that will give them commanding 
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positions for building and maintaining strong railroad 
business relations. 


In the railroad industry, the four Simmons-Boardman 
publications are the recognized channels of authori- 
tative technical and business information. Each of 
these publications serves one of the several branches 
of railroad activity—each one has a specialized audi- 
ence of key men. The men who recommend and 
authorize purchases of all types of passenger rolling 
stock are the readers of Railway Age and Railway 
Mechanical Engineer. 


*Any of the offices listed below will 


be glad to send you this booklet, The Post-War 


free, upon request. Railway Market 


for Manufacturers 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York 7, N. Y. 


105 W. Adams St, Chicago 3 
National Press Blidg., 
Washington 4, D. C. 

530 W. 6th St., Los Angeles 14 


Terminal Tower, Cleveland (3 
300 Montgomery St., San Francisco 4 
1038 Henry Bidg., Seattle |, Wash. 
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Liggett & Myers | 
Goes Off CBS 
After 652 Weeks 


New York, May 24.—Afte: 10re 
than 12 and one-half yea: op 
CBS, Liggett & Myers Tobacey 
Company is taking its Cheste, ‘cjg 
program off that network Jun. j9 
The program, heard Tue: jay 
Wednesday and Thursday, 7 :\5. 
7:30 p.m., EWT, on the full ‘et. 
work, is entitled “Music Tha: 
Satisfies.”’ 

Following the reduction in radio 
expenditures by American Tobacey 
Company aid R. J. Reynolds To- 
bacco Company earlier this year, 
Liggett & Myers was the largest 
cigaret advertiser in radio, jpn- 
creasing its expenditure in net- 
work radio time for Chesterfields 
in 1944 to $4,131,602 from $4,021 .- 
260 in 1943. The company wil] 
continue on the full NBC network 
with “The Chesterfield Supper 
Club” five times weekly 7-7:15 
p.m., EWT. Newell-Emmett Com- 
pany, New York, is the agency. 


P&G May Use Time 


The 7:15 p.m. period on CBS 
which Chesterfield is vacating 
and which is occupied Monday and 
Friday by sustaining programs, has 
been under option to Procter & 
Gamble Company, Cincinnati, fo; 
some time. It is expected P&G 


| will take over the time with an- 


other quarter-hour program to fol- 
low the “Jack Kirkwood Show” it 
already sponsors for Ivory soap 
and Oxydol, week days, 7-7:15 
p.m., EWT. Compton Advertising, 
New York, is the agency. 


Du Pont Plans Hiatus 


For the first time in several 
years, E. I. du Pont de Nemours 
& Co., Wilmington, has planned 
an eight-week hiatus for ‘“Caval- 
cade of America,” which will be 
off NBC from June 25 until Aug 
27. The program will return with 
its usual format to the Monday, 
8-8:30 p.m., EWT, spot on the full 
NBC network. Agency is Batten 
Barton, Durstine & Osborn, New 
York. 


Quaker Show on Blue 


The Quaker Oats Company, Chi- 
cago, beginning June 18 will spon- 
sor a quarter-hour portion of the 
American Broadcasting Company’s 
“Ladies Be Seated” program, 
heard Monday through Friday 
2:30-3 p.m., CWT. The sponsorshi; 
by Quaker will replace a five-min- 
ute morning newscast currently 
promoting the company’s Aunt 
Jemima pancake flour and Muffets 
breakfast cereal. Quaker Oats 
will continue to sponsor “Terry & 
the Pirates” five days a_ week, 
5-5:15 p.m., CWT, on the Blue. 

For its portion of the 30-minute 
“Ladies Be Seated” show, the com- 
pany will use the complete Blue 
network. The contract is for 52 
weeks. Agency is Sherman K. 
Ellis & Co., Chicago. 


Leaves Ad Bureau 
Joseph X. Gooris, western man- 


ager of the Bureau of Advert's'ns, 
American Newspaper Publisiers 
Association, has resigned ‘hat 


position effective June 1. His fu- 
ture plans have not been an- 
nounced. 


Durez Elects V.P.s 


Robert E. Dodd, in charge in- 
dustrial resin sales and Alfre. W. 
Hanmer Jr., in charge of mo “ns 
compound sales of Durez P|. -cs 
& Chemicals, Inc., North na- 
wanda, N. Y., have been e! «tec 
vice-presidents of the comp: 


“the little 
magazine 
with the big 
audience” / 
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The solid, substantial, able-to-buy 
ising among them (the Dallas News-reading 
x legion) are in country, town and city 


Sell the Readers homes alike. 
of The News and 


bs You Have Sold 


nt the Dallas Market Don’t fence in—or fence out— any of 


these 00d homes. Reach them all! You 4 
can do it—through The News. " 


“weia evete” Oke Dallas Morning News = 
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Prosperity Rests 


on Higher Margins, 


Quinn Contends 


New York, May 24.—An effec- 
tive program for “unemployment, 
economic suicide and future wars,” 
T. K.. Quinn told the New York 
chapter of the American Marketing 
Association today, would in- 
clude: ‘“Discourage new enter- 
prise, legislate prices and market- 
ing margins by law to allow only 
for . . . products for which the 
demand already has been created.” 

Instead of selling the needed 
“40% more goods after the war,” 
he emphasized, present OPA profit 
margins, if maintained, would re- 
duce sales and sales enterprise of 
many wholesalers and retailers. 


Quotes OPA Statement 


Former vice-president of Gen- 
eral Electric Company, and former 
president of Maxon, Inc., advertis- 
ing agency, Mr. Quinn is now 


president of Monitor Equipment 
Corporation, New York, owned by 
60 electric appliance wholesalers, 
which will sell and advertise under 
the Monitor brand about 25 lines 
‘of appliances, purchased from 
various manufacturers. 

In his address he quoted an 
OPA policy statement: 

‘When supplier’s prices increase, 
OPA’s stand is that higher price 
ceilings of the manufacturer and 
retailer should occur only if the 
absorption of supplier’s price in- 
crease would reduce margins on 
commodities below the. average 
cost of doing business. . 

“The margin for each commod- 
ity must be the representative 
margin for a trade as a whole. 
With these two percentages, the 
trade’s expense rate and the 
trade’s ‘margin,’ maximum absorp- 
tion capacity on any particular 
commodity can be computed. The 
difference in margin and expense 
rate is that capacity.” 


Hits Net Profit Margin 


“Reduced to a few words, all 
this means,” Mr. Quinn said, “that 
OPA may make it unprofitable and 
therefore liquidate any wholesale 
or retail business in the country. 


|For it is the net profit margin 
|which OPA wants forfeited 
| wherever necessary to hold to a 
|lower list price.” 

He gave an example of how this 
ruling “worked in an actual case 
|in which I am interested. The 
/manufacturer was allowed a higher 
/net selling price to the distributor 
to allow for admitted higher labor 
and material costs on a certain 
new product. Then OPA cut the 
distributor’s prewar gross mazgin 
from 162/3% to 12% andthe 
dealer’s margin from 40% to 33%. 

“The product in question would 
normally go through (1) a lower 
gross margin, limited service sales 
channel and (2) a higher margin, 
better service, departmental chan- 
nel. But under the new artificial 
gross profit limits only the first 
named channel can afford, under 
present conditions, to handle the 
product. So constructive, higher 
cost selling is discouraged.” ; 


Aids Big Business 


Mr. Quinn declared that “the 
effect of these generalized rules 
will actually be to aid big busi- 
ness at the expense of the little 
fellow; drive more and more busi- 
ness to the huge chains and the 


Qo of them 


few largest manufacturers; make 
it impossible for the small mer- 
chant in many lines to live; cur- 
tail new business opportunities, 
and actually discourage creative 
market development at the cost 
of future employment and pros- 


perity. 
“The independent dealers and 
distributors, particularly in the 


specialty field, are the ones who 
do creative selling. We shall 
be largely dependent upon them 
to stimulate new demands and 
create new markets after the war.” 


Cites Actual Experience 


Without mentioning General 
Electric by name, he cited the ex- 
perience of one company in jntro- 
ducing a new electric refrigerator, 
presumably the G-E ‘“Monitor- 
Top.” 
“In 1928 we had to sell 50,000” 
“in order to get suffi- 
ciently low factory costs to make 
possible a competitive selling 
price,” he said. “The company 
had an owned chain of conven- 
tional type lower - operating - cost 
jobbers covering the country. But 
they were not minded or equipped 
for creative selling. We had to 
build entirely new and different 


\ 
: } 


N. F. Van Fleet, Vice President, Hartford (S. D.) Com- 
munity Bank; (Right) Fred W. Carls, Acting Cashier, 
as they examine the local subscriber list to “C.F.” 


The practical farmers of mid-America who 


want to get ahead read Capper’s Farmer. 


There are more than 1,200,000 of them. 


Almost invariably they are favorably known 


by their local bank officials for their com- 


petence, industry, and financial progress. 


¥ x 


Py. Soe ae 


“The subscribers to Capper’s Farmer 
here are tops —We HAVE DONE 
BUSINESS WITH THEM ALL FOR YEARS,” 


says: N. F. Van Fleet, Vice President, Hartford (S. D.) Community Bank. 


ee | 


Ben Dunlap, Coleman, S. D., reads Capper’s Farmer. On his 
400 acres, are 150 acres of corn. Feeds 100 head of cattle. 


CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


Advertising Age, May 28 {945 


territorial wholesale distri!) :torg 
who cannot continue on the  er_ 
mitted gross margin of 12% 

“One of the products tha my 
present company will have ¢, 
sale is an entirely new and 
ent small electric washing 
chine based on a new pat. ieq 
principle. It washes ¢c! 
better and faster. 
washing action is entirely 
draulic, the inherent labor ng 
material costs are less and ‘he 
product can be sold in volum. a 
a relatively lower consumer p> ice 


Extensive Advertising Needod 


“But the problem of reaching 
the prospective purchasers of the 
country with this information, ang 
inducing them to buy, looms |arge 
and formidable. The fact that a 
new principle has been discovered 
must be substantiated... We must 
advertise on a large scale. We 
must display the product and dem- 
onstrate it all the country over 
We must prove in actual use that 
our claims are true.” 

This, he pointed out, is not an 
extreme illustration. “Every ney 
or changed product must in 
greater or less degree go through 
this expensive merchandising 
process,” he said. “And it’s the 
small business man of the country 
who does the expensive pioneer 
work.” 


Miller Munson Heads 
E-W Seattle Office 


Erwin, Wasey & Co., New York, 
has appointed Miller Munson as 
vice-president in charge of its di- 
rect branch in 
i|Seattle, re- 
cently opened 
in the White- 
Henry - Stuart 
building. As 
previously an- 
nounced (AA, 
May 21), the 
former affili- 
ated Erwin, 
Wasey agency 
in Seattle has 
resumed its 
previous name, 
Honig-Cooper Company. 

Mr. Munson rejoins Erwin, 
|Wasey after a period of several 
|years during which he directed 
|the advertising of the Hoover 
|Company and Florsheim Shoe 
|Company, and was associated with 
Henri, Hurst & McDonald and Mc- 
Cann-Erickson, Inc., in Chicag 

Other new principals in the Se- 
attle office are: Thomas J. Grant 
formerly with New York agencies 
and recently with the OCD 
Charles K. Walden, for 17 years 
advertising, merchandising and 
|sales promotion manager of the 
midwest division of Safeway 
Stores; Ted Parsons, art directo! 
formerly head of his own art serv- 
ice in Seattle; Mrs. Marian Batter- 
ton, formerly with E-W in New 
York, and recently with the Se- 
attle Trust & Savings Bank, and 
Mrs. Ruth Kremen, home econo- 
mist and newspaper woman. 


Because he 


Miller Munson 


Opens Chicago Office 


Everywoman’s, New York, ‘145 
opened a Chicago office at 33° \ 
|Michigan Ave., under the direc- 
|tion of James H. Totten, who 14» 
| been appointed western man. °c! 
|Mr. Totten was formerly with © 
Chicago office of Family (¢ e 
and previously with J. W 
| Thompson Company. 


Joins Inland Press 
The News-Dispatch, Mic 
City, Ind., has been electe 


membership in the Inland 
Press Association. 


SELLING NEW HAVEN’ 
WAR WORKERS 


The Journal-Courier goes into war & 
by the thousands daily — each copy 
by many, and passed on from shi 
shift — each copy working 24 hours 
to bring you coverage of today's 


spending customers . . . 100,000 re 
daily! 
* * THE * »* 


NEW HAVEN, CONN 
JOURNAL-COURIE yo 
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THE 7‘ WAR LOAN ....:. 


May 14. Americans, as individuals, are taking on 
their biggest quota to date—7 billion dollars, 
4 billions in E Bonds alone. 

You may be wondering, ‘“Why this biggest 
of all individual quotas now? Haven’t we al- 
ready reached the peak?” 

A fair question—requiring a straight answer. 


The Money Is Needed for War 


The Battle of Japan has just begun. It must 
be backed up, paid for, fought for by a free 
people, intent on sweeping the Pacific clear of 
fascist hate—forever. 

With the war in the West our first and major 
cencern, we have not yet been able to go all- 
out in the East. But neither has the Jap. 

The war to crush Japan will be bigger, tougher, 
and longer than most Americans expect. The 
Allied Military Command has estimated that 
it will take years, not months. 

The destruction of Japan’s armies has not 
yet reached the annual rate of normal replace- 
ments—between 200,000 and 250,000 men a 
year. And the Jap, as our men in the Pacific 
know, fights to the death. 

As far as Japan is concerned, the outer Empire 
—and the men who defend it —are expendables. 
The Jap will fight the Battle of Japan from 
inside the inner Empire, of which Iwo Jima was 
an outpost. And Iwo Jima, according to Admiral 
Nimitz, was a pattern of the resistance our 
forces may expect to meet in future offensives. 


New Tasks, New Needs 


The single greatest obstacle to our crushing of 
Japan is distance. While in the Battle of Europe 
supply ships from our bases in England had 
only an overnight run to make, ships in the 
Pacific have long-reach round trips taking up 
to 5 months to make. 

To crush Japan will take time, heroic and 
back-breaking effort, overpowering equipment. 

Millions of fighting men—freshly outfitted 
and equipped—will have to be moved from 


Europe halfway around the globe and supplied 
day-in, day-out by hundreds of new ships now 
building. 

More of everything will be needed. More 
B-29’s. More tanks, half-tracks, jeeps, and 
trucks. More rockets, mortars, airborne radar. 

A whole new air force is in creation—huge new 
bombers dwarfing the Superfortress—fast new 
jet-propelled combat planes, the P-80 or “‘Shoot- 
ing Star,’”’ coming off the lines by thousands. 

These are just some of the 101 ways in which 
your dollars are needed more than ever to bring 
America’s might to its full strength—so that 
we may crush our foe the faster, make an end 
of killing, and bring our men back home. 


And Lest We Forget 
The sick, wounded, and disabled will require 
medical attention and care. 

Many millions of dollars will be required for 
mustering-out pay and benefits voted by 
Congress to help our veterans get started again 
in civilian life. 

That’s the least we can do in return for what 
they’ve done for us. 


Winning the Peace 


There are other weighty reasons for supporting 
the 7th War Loan—reasons that take us from 
the present to the future. 

By investing in the 7th War Loan, the pa- 
triotic American is safeguarding his own future, 
his country’s future. 

By putting every dollar over rock-bottom 
expenses into the purchase of War Bonds, he is 
delivering a body blow to wartime Inflation— 
thus putting a lid on the cost of living and 
maintaining intact the 
purchasing power of the ( THz 
dollar. At the same time, micHTY) 
too, he is insuring the coun- 
try and himself against the 
catastrophe of a possible 
postwar deflation—with its 
depression, unemployment, 
misery, and heartache. 


ALL OUT FOR THE MIGHTY 7“ WAR LOAN 


ADVERTISING AGE 


TRAIGHT TALK 
ABOUT ThE 7° WAR LAN 


So save for your country—save for yourself. 
In helping your country, you are also helping 
yourself! Come peace, we’ll all need money for 
education, replacements, retirement, new homes, 
a new start—and we’ll need a lot of it. And 
there isn’t a better or safer highroad to your 
goal than United States Saving Bonds. 


Making 2=3 


This year there will be only two War Loan 
Drives, not three. But in those two drives the 
Government will have to raise almost as much 
money from individuals as in the three drives 
last year. That means bigger extra bonds in the 
7th. Because only by buying more can we make 
2 take the place of 3. 

The 26 million Americans who buy bonds on 
payroll savings are already off to a flying start! 
These patriotic men and women began their 
buying in April. And they will keep on buying 
extra bonds through May and June! 

It’s now up to the rest of us. It’s our turn to 
swing in line. To raise the vast sum needed, 
every American will have to dig deeper into 
current income—dig deeper into cash reserves. 
Only by buying bigger extra bonds can we stretch 
2 into 3! 

Let all Americans do their part—for their 
own sake, for their country’s. 

If you have an income—whether from work, 
land, or capital—you have a quota in the 7th War 
Loan. Find out what that quota is—and make it! 


FIND YOUR QUOTA ... AND MAKE IT! 


a aie YOUR PERSONAL] MATURITY 
WAR BOND VALUE OF 
AVERAGEINCOME) = GuoTa IS: 7th WAR LOAN 


PER MONTH IS: 1 ‘casH VALUE) | BONDS BOUGHT 


$250 $187.50 $250 
225-250 150.00 200 
210-225 131.25 175 
200-210 112.50 150 
180-200 93.75 125 
140-180 75.00 100 
100-140 37.50 50 
Under $100 18.75 25 


This is an official U.S. Treasury advertisement—prepared under the auspices of Treasury Department and War Advertising Counc! 
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Protest Postage 
Boost for Books 
and Catalogs 


House Hearings are 
Extended; NEA Files 
Counter Proposal 


Washington, May 24.—The House 
post office committee reluctantly 
prolonged its hearings on proposed 
postage hikes for catalogs and 
books today, under a barrage of 
telegrams from the publishing in- 
dustry, and appeals from alerted 
members of Congress. 

Originally the committee had 
intended to report the increases 
after only a one-day hearing a 
week ago, but an additional ses- 
sion had been granted for today 
after witnesses pointed out that 
they were seeing the bill for the 
first time. 


When today’s hearing opened 
committee members revealed that 
hundreds of telegrams had been 
pouring in on members of Con- 
gress, protesting that the rate in- 
creases were being railroaded 
through, with book and catalog 
publishers left without sufficient 
time to prepare their cases. 


Based on Cost Study 


The plan to put book and cata- 
log service on a “self-sustaining 
basis” is an outgrowth of the Post 
Office Department’s cost ascertain- 
ments, now being completed by C. 
A. Heiss, former A. T. & T. execu- 
tive. The committee has already 
approved increases in parcel post 
rates suggested by Mr. Heiss. 

According to the committee’s 
argument, the law requires that 
all “Fourth Class” services, includ- 
ing parcel post, catalogs and books, 
be self-sustaining, but surveys re- 
veal a loss of nearly $1,500,000 in 
handling catalogs in 1944 and 
$2,500,000 on books. 


Murray Introduces Bills 


To remedy the situation, Rep. 
Tom Murray of Tennessee has in- 
troduced bills putting books on a 
zone system (HR 3235) similar to 


parcel post, instead of the current 
flat rate, and jacking up zone rates 
for catalogs (HR 3238). 

Compared with rates for cata- 
logs in effect March 25, 1944, the 
first pound rates for local delivery 
are increased one cent, while the 
increase is two cents in all other 
zones except zone six, which is up 
to three cents. Additional pound 
rates are up a half cent a pound 
locally and in the first and second 


zones, unchanged in the third 
zone, and decreased materially 
elsewhere. 


Witnesses told the committee 
the effect of the new zone rates is 
to increase the burden on light 
pieces, particularly in distant 
zones. 


NEA Protests Rates 


A witness for the National Ed- 
ucational Association presented a 
breakdown showing that new book 
rates would triple the postage for 
a one-pound book to the eighth 
zone, and result in additional cost 
to all eighth zone residents receiv- 
ing books. 

The sliding scale reduces costs 
locally and in the first two zones, 
however, and provides somewhat 
lower rates for heavier parcels of 


34 


V-E DAY IN BOSTON—Agency executives turned out in goodly number 
May 8, when the Saturday Home Magazine presentation, "Are You Hitting 


Hard Enough?" was made at a breakfast held at the Copley-Plaza. 


At this 


table, left to right, are: Mortimer Berkowitz, American Weekly; Frank Hatch 

Batten, Barton, Durstine & Osborn; Laurice Moreland and Nelson Bennet+ 

of Bennett, Walther & Menadier, Inc.; Herbert Hand, H. B. Humphrey Co., 
and George Matheson, BBDO. 


books in more distant zones. 

The Post Office Department 
study claims that 45,608,000 cata- 
log parcels weighing 142,947,000 
pounds had been carried in the 
year ending March 31, 1944, ata 
loss of $1,439,000. Revenue for the 
services had totaled $3,555,000, 
compared with expenditures of 
$4,994,000. 

The average weight of a catalog 


1 out of 4 


One out of every four I.C.S. coupons returned from 
advertising results in a sale. 


Reasons: A school that satisfies human needs. Intelligent 
sales and management staff. Planned advertising. 


We have been closely associated with the International 


Correspondence Schools for almost 49 years. 


N.W. AYER & SON, INC. 


PHILADELPHIA «+ 


NEW YORK e« 


CHICAGO « DETROIT « 


SAN FRANCISCO « 


HOLLYWOOD «+ BOSTON 


« HONOLULU « 


LONDON 
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piece was estimated at 3.14 pounds, 
and the average haul 175 miles, 
Since the average revenue per 
package was 7.8 cents, and ex- 
pense estimated at 10.95 cents, the 
department claimed a deficit of 
3.15 cents. 

The department offered an ex- 
hibit demonstration that less than 
1% of the catalog parcels weighed 
more than five pounds, and less 
than 5% moved beyond the fourth 
zone, a distance of 600 miles. As- 
serting that the new rates should 
result in $1,342,000 in new revenue 
for catalogs, Mr. Heiss pointed out 
that an increase of at least 
$460,000 results from the fact that 
the new rates provide for a mini- 
mum increased charge of one cent 
per parcel, and an average in- 
crease of about three cents. 

In protesting zone rates for 
books, the National Educational 
Association countered with a sug- 
gested flat four cent per pound 
rate, compared with the present 
three cents per pound. Although 
this rate would be even higher in 
many nearby zunes than the com- 
mittee’s proposals, representatives 
pointed out that it would be far 
more convenient to operate with- 
out using detailed postage rate 
schedules. 


Early Joins Pullman 


Stephen Early, press secretary 
to the late President Roosevelt 
since 1937, and recently special 
assistant to President Truman, has 
joined Pullman, Ince., effective 
June 1, at its Washington, D. C., 
office. His duties will be con- 
cerned with corporate and busi- 
ness functions of Pullman and its 
subsidiaries, including sale of 
products of such subsidiaries. 


Bozorth Joins F&S&R 


Edward Bozorth, formerly with 
J. Walter Thompson Company, has 
joined Fuller & Smith & Ross, Inc., 
New York. Mr. Bozorth has pre- 
viously been with Batten, Barton, 
Durstine & Osborn, and J. Stir- 
ling Getchell, Inc., and was ad- 
vertising and sales promotion 
manager for Chrysler Airtemp di- 
vision of the Chrysler Corpora- 
tion. 


Heads Bank Publicists 

W. Francis FitzGerald, assistant 
vice-president in charge of pubic 
relations of the Emigrant Indus- 
trial Savings Bank of New York, 
has been elected chairman of ‘1¢ 
public relations forum of the New 
York Savings Banks Associat 


View of tomorrow! Pencil Poin! 
gives building designers jv 
that in new editorial sectic 
“MATERIALS & METHODS 
Starts July. 


Moral For You: Put yourse 
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stant News. What they read guides them in 
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Six Join Federation 

Advertising Federation of 
America has elected the following 
members: World Broadcasting 
System, New York; Van Auken & 
Ragland, Chicago; Eastern Peri- 
odicals, Inc., Boston; Tobacco Leaf 
Publishing Company, New York; 
James G. Lamb Company, Phila- 
delphia, and Bo Bernstein & Co., 
Providence, R. I. 


een 


-— » =. their prestige, gains buyers 
faster. Write for details of merchandising 
service. 
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Fisher Brothers 
Move Step Nearer 
Own Postwar Auto 


Detroit, May 23—What 
amounted to the third concrete in- 
dication that Detroit's famed 
Fisher brothers have every in- 
tention of manufacturing automo- 
biles—probably under their own 
name eventually—came to light 
this week at the annual meeting 
of Hudson Motor Car Company 
stockholders. 

On Aug. 2 last year, when it 
was announced that the four Fisher 
brothers still in the industry— 
Lawrence P., Edward F., William 
A. and Alfred F.—were resigning 
from active participation in Gen- 
eral Motors Corporation, there was 
only slim suspicion as to the di- 
rection of their future efforts. The 
fifth Fisher brother, Charles T., 
had long since severed his con- 


nection with GM to look after the 
family’s holdings outside the cor- 
poration as president of Fisher & 
Co., Detroit investment firm. 


Companies Set Up 


However, when incorporation 
papers were filed in Michigan, 
Delaware and Oregon on Sept. 29 
for the Fisher Motor Car Com- 
pany and Fisher Brothers, Inc., 
auto industry observers were al- 
most convinced that the brothers 
planned to enter the automobile 
business on a “when, as and if” 
basis. Then, last Jan. 4, Detroit 
and New York newspapers carried 
a report that a nationally known 
industrial design firm had been 
engaged by the Fisher brothers to 
work on preliminary designs for 
a line of automobiles. 

Each of these steps was a logical 
one—if the Fishers actually in- 
tended to get in on the expected 
postwar auto sales bonanza. That 
they did was revealed Monday 
when A. Edward Barit, president 
of Hudson, said that they had 
sought to purchase 400,000 shares 
of the company’s unissued stock 
at book value. 

While the Fishers were not rep- 


resented at the Hudson meeting 
and no move was made to name 
a Fisher-controlled board of di- 
rectors, Barit’s statement was pre- 
cipitated by a motion for post- 
ponement of the meeting made by 
Carsten Tiedeman, himself a Hud- 
son director and Detroit regional 
head of the WPB, who held prox- 
ies representing 406,000 shares of 
stock. The motion was made al- 


|'most immediately after the meet- 
|ing was opened. 


Silent on Proposal 


In the ruckus that followed, Mr. 
Tiedeman refused to say why he 
had presented the move other than 
it concerned a proposal which the 
“directors had not had sufficient 
time to discuss.” His motion 
blocked, he formally withdrew his 
proxies in an effort to force ad- 
journment. 

“The Fisher brothers have been 
in the auto business for 40 years. 
If they came into the company, 
we would have stronger dealers 
and advertising,’ Mr. Tiedeman 
told the meeting. 

After heated exchanges between 
Barit and other shareholders pres- 
ent, the session continued and the 


With audiences both small and large, 
visual interpretations are most effective. It is 
the function of The Jam Handy Organization 
to help outstanding American business leaders 
design visual aids to help get ideas across, and to 


help get them used with the greatest effectiveness. 
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old board of directors wa: joe. 
elected with two exceptions, |), 
G. Baird, president of Marsh & \c. 
Lennan, Inc., New York insurance 
firm, and James W. Parker, >) «< 
dent of Detroit Edison Company 
previously nominated at a cires 
tors’ meeting, were elected t. the 
board. All officers of the company 
were reelected at the direc o;s 
meeting which followed. 


“SMALL CAR MAKER’ 
MAY BUY WILLOW RUN 


Detroit, May 22.—An unnamed 
“manufacturer of small cars’ ha: 
plans for the purchase of the 
mammoth Willow Run plant, k. J. 
Thomas, UAW-CIO president, as- 
serted at an emergency mecting 
here yesterday of the union’s Na- 
tional Ford Council. 

Saying that he had received a 
“stupid” answer from Washington 
officials when he asked what was 
to be done with the big factory, 
then read the following day in the 
newspapers that it had been of- 
fered to him, the union chief con- 
tinued, “Pll tell you something 
else. Tu probably make them an 
offer to buy it. There is a com- 
pany that manufactures a car that 
goes 40 miles on a gallon of gas, 
tg Sac the car and have ridden 
in i 

“They have attempted to buy 
parts in the Detroit area but were 
told that parts space was all con- 
tracted for. In the next few weeks 
I’m going out to see if these parts 
are available. If they are not, 
then, through the international 
union, I’m going to ask the at- 
torney general to investigate a 
monopoly here.” 

Thomas later explained that he 
was speaking figuratively when he 
said he would make the govern- 
ment an offer, meaning that the 
offer would be made for the manu- 
facturer to whom he had referred. 


To Sherman & Marquette 
Charles B. Hofmann, formerly 
associated with the Biow Com- 
pany, has joined Sherman & Mar- 
quette, New York. He will be in 
charge of media and research. 


TULSA i. cegerded o: 


the world’s oil center, 


B U 2 war has brought 


industrial diversification. 
The surrounding area, 
Eastern Oklahoma, and 
Western Arkansas, is rich 
in coal, oil, gas, limestone, 
lead, zinc, mercury, man- 
ganese, and hard and soft 
woods. There also is an 
oversupply of labor. Ex- 
pansion is forecast in avic- 
tion, textiles, enameled 
products, zinc smelting, 
plastics, synthetic rubber 
steel products and heavy 
machinery. 

By G. Eldridge Stedman 

in “STEEL” Magazine. 


The Tulsa Area 
OKLAHOMA'S 
NO. 1 MARKET 
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Waen Mother pins on her shopping hat, sets her jaw, grabs her 
go-getter bag (cost about 50 cents as illustrated) then we know we're going 
to eat tonight. Yes, we know while there are any groceries to be had that 
Mother—God bless her and give her more ration points!—will bring ’em home. 


Mother, who lives in Chicago, uses her head to save her feet. She 
follows the grocery advertisements in the Chicago Daily News. In fact, to her 
they are not advertisements at all, but helpful and essential buying bulletins. 
Reading these market announcements is a BASIC habit with Mother. Has 
been for years. And it was the same with Mother’s mother. 


As far back as records go the womenfolks have found, in the Daily 
News, more grocery advertising to interest them than in any other Chicago 
newspaper — morning, evening or Sunday.” More Retail grocery advertising. 
More General grocery advertising. Thus, of course, more Total grocery adver- 
tising. And grocery advertisers, all over America, recognize the Daily News as 


CHICAGO’S BASIC ADVERTISING MEDIUM 


*For fair comparison, liquor linage omitted since the Chicago Daily News does not occept advertising for alcoholic beverages 


CHICAGO DAILY NEWS 


FOR 69 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


DAILY NEWS PLAZA: 400 West A 
DETROIT OFFICE: 7-218 ¢ 


OACIC « BACIC « BASIC « BAGIC « BAGIC « BASIC « BASIC « BASIC «4 BAS 


' " iaade adel a ee 3 i *H 
a: re- - : - . 
, David meer 
1 & Me. io 
u nee - 
te ie | al 
rectors’ — 
a 
named Biss. 
of the - ps 
t, R. J. 
ee mT VY ¥ € ‘ 3 A - = B ate 
oN ee UA Oe vm 
ved Ss — — a : Yarn ta rig CORP | _ i 
aington — UU a aa - ACUUAYSIANY, en) ni ee 
= ae ——— NER = 4 
con , ” i i ge. TALIS YS ASI = 
- Sig oe, Wen - a Nath MM See 
sind QD } — ne ty RENAN ASIC 
Sas p Ea Fy “pees: e@ es Vypreaefili's Where : 
| —_ oO AS: | TIA SEAN  & 
—_ a ~ by a NK Wig} WOVE XX .c « BASI iis. 
te ° BS ee Bs Nola WW es Ee © B. SI a 4 \\y : Wi pac Cer oe 
Shaw IC’ — fe ssi ame SIC ¢ BASIC « BASIC « . N| \\Y\ \ Ly Pt ASIC cathe 
he at- B "E . 2 i =, ae B AS \ YK \ AN, IC e BASI ie. 
gate a ee “<— TO ii . . : A LY ~ : yo: Cc ; 
hat he = —- Ce Ye BA er. 
hen he wea 5 Basha pr ti SIC a 
overn- ——  & {Cc . BASI¢ - 
at the * SIC « BAS a 
manu- 2 Ak... Ba ej 
ferred. ASIC © BA > ¢ BASIC : 
ette Ooo ASICs Ba 
ower BASIC . B ts , * BASI( Bi 
Mar. BASIC «J y SIC ¢ B at 
f- in ASIC * BA ,e BASIC 7 
rch. Ce BASIQ 2A SIC * a 
“a BASIC * B \° BASIC ed 
> BASIC * ie « aod 
aol Ae er - eee ea j 
Ny : Bots ») (On : - 
[ BBR ssc (pAsic 
) . es SIC ¢ BA a 
. BASIC ¢ EB >° B. SIC ll 
wt/> BASIC SIC « : -_ 
mys ASIC ¢ BAI C- BAI 
oy C ¢ BASIC BASIC « ae 
BASIC * BA : « BASIL 4 
BASIC ¢ ASIC + Bé a 
Sag BIC * BAS} C BASIE | 
BASIC ¢ by I ° BA ile 
ind . er *~e RAS Paar 
= P BASIC : ASIC ¢ E ae 
e, Roe ‘ - wry. heh 4 ea 
“4 ASIC * BA tL ° BAS. eo 
n IC ¢ BASIC ), Fic | hey ea, 
a . , ~ . ; 
: BASIC ee coast e 
led * BASIC . ©; hy = ’ | 
3 BASIC * F oy 
ivy SIC ¢ | “9 . - + BASI iq 
an ) ‘i B 4 pe J \SIC . 
BASIC * E Ce BASK 
: Pp BAD ¢ ee Shrine 
ir AN as * als 1 YORK OFFICE: 9 Rockefeller Plaza , Renly ! 
‘e BAS dap he mete §. Hobart Building -¢ BASIC 
aie . Madison Street. CHICAGO seni “ J ‘S 
BASIC ¢f j of 
psteTaon >a i) tee re 
q BASIC * E , “4 ne pete. - 
a SIC & IC ‘ ay jee # Z ~ « BASIC « RASIC « F 


oa os 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Trade Mark Registered in U. 8. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Member Audit Bureau of Circulations, 


Associated Business Papers, National 


Publishers Association, Advertising Federation of America. 


Published at 100 E. Ohio St., Chicago 


11 (Del. 1337); 330 W. 42nd St., New 


York 18 (Br. 9-6431); 1226 National Press Bldg., Washington 4 (Re. 7659). 
G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department: S. R. Bernstein, Editor. 
Editor. John B. Miller, Managing Editor. 


Lawrence M. Hughes, Executive 
Stanley E. Cohen, Washington Editor; 


Murray E. Crain, Emily Hall, Doris Lawton, James McGuinn, Robert Murray, Jr., 


Robert Granitz, Betty Bates, Frances Jameson, Associates. 


Correspondents in All 


Principal Cities. 


Advertising Department: Charles B. Groomes, Advertising Director. J. P. Dobyns, 


Manager Sales and Service. 


Halsey Darrow, T. K. Worthington, G. A. 
San Francisco (4): Simpson-Reilly, Ltd., Russ 


Advertising Manager; J. F. Johnson. 


New York: Carl Doty, Eastern Advertising Manager; 


Ahrens. Chicago: O. L. Bruns, Western 


Bldg., Wm. Blair Smith, Manager. Los Angeles (14): Simpson-Reilly, Ltd., Garfield 


Bidg., Walter S. Reilly, Manager. 


Ft. Lauderdale, Fla.: Eugene A. Smith, 315 


S. E. 17th Ave. 


= 


Vol. 16, No. 22 


May 28, 


1945 10 Cents a Copy, $2 a Year 


Should Labor Advertise? 


A public relations man of long 
experience, who is close to and 
sympathetic with the labor groups, 
expressed the opinion the other 
day that organized labor as a 
whole is badly in need of adver- 
tising. He believes that labor is 
steadily losing face with the pub- 
lic, and especially with men in 
the service, and that after the war 
the latter will be the most impor- 
tant group in the country from the 
standpoint of influencing opinion 
and swinging elections. Unless la- 
bor can convince the boys who 
have fought and bled for America 
of the integrity of its principles 
and actions, this public relations 
expert insists, the pendulum which 
has been swinging so long toward 
strengthening the position of or- 


ganized labor will swing back in| 


the other direction. 


These comments come from aj} 


well consider laying down a set of 
principles which will guide its 
policies postwar. In the highly 
competitive marketing era which 
lies ahead, we are going to need 
better machinery for production 
as well as better marketing tech- 
niques. But since improved in- 
dustrial equipment usually means 
an initial displacement of workers, 
even though an increase later be- 
cause of broadened markets for 
better and cheaper products, la- 
bor’s traditional position has been 
in opposition, expressed or im- 
plied, to the installation of labor- 
saving production machinery. La- 
bor leaders have said they believe 
in progress, but usually not in 
progress which costs the jobs of 
their dues-paying members. 

The long range view would em- 
phasize the public welfare and the 
necessity of expanding markets as 


source admittedly friendly to la-|a means of increasing production, 


bor. 
agree that 
story to tell, 


labor has 


great accomplishments in war pro- | 


Some extremists would not |employment 
a good|These objectives are all 
but certainly the! with those of organized labor, but 


and job_ security. 


in line 


the immediate problem of insur- 


duction which have made victory|ing the best possible use of more 
possible must be credited to labor | efficient machinery often raises 


as well as to management. 


story from the standpoint of win- 


ning a favorable opinion from war | 


|conflicts between labor and man- 
If labor wants to tell a good! 


agement. Those divergences of 
opinion must be resolved success- 
fully if labor is to have an adver- 


veterans, most of whom are ad-j|tising story that will make sense 


mittedly bitter.in their opinion of 
strikes in war industries, it might 


to the war veterans and the public 
as a whole. 


Those Ear-Marked War Bonds 


A banker friend of ours has ex- | 


pressed concern lest the success of 
advertising promotions in the im- 
mediate postwar period result in a 
rush to cash war bonds in order 
to buy the many attractive prod- 
ucts which will be offered when 
civilian production is again in full 
swing. He pointed out that it 
would be disastrous from. the 
standpoint of managing the pub- 
lic debt, and also highly inflation- 
ary, for the banks to be forced to 
increase their already large hold- 
ings of governments. 

We agree that the big backlog 
of savings accumulated during the 
part of 
an ex- 


war years, a substantial 


which is in war bonds, is 
tremely favorable marketing fac- 
it will help to make 
plans for heavy sales in- 
come true. But we believe 
also that this backlog, amounting 
to more than $130 billions, is even 


psychologically 


to 


r, and 


tnat 
postwal 


creases 


more important 


than fy technical 


on 


economic 


standpoint. No matter whether 
purchases of war bonds have been 
ear-marked for building a home, 
purchasing an automobile or a re- 
frigerator, or for some other spe- 
cific purpose, their owners are 


have jobs and comfortable current 
incomes. In fact, they 
much more likely to make pur- 
chases from income than by use of 
their war bonds. 

On the other hand, the worker 
who is steadily employed will have 
a much more favorable attitude 
toward spending the major portion 
of his income if he has a tidy nest 
egg in the form of war bonds. 
That is his insurance policy against 
a period of unemployment and 


loss of income. Thus advertising 


which makes him want to buy 
things will be most successful if he 
has both the job and the war 


bonds, but not necessarily by per- 
suading him to turn his bonds into 
cash. 
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—Arthur Murray 


"And which one means you're an Arthur Murray graduate, Major?" 


Newest Wonder 

We should stop being a sucker 
for the corny gags dreamed up 
from time to time by Los Angeles 
Brush Company, maker of indus- 
trial brushes, but they always in- 
trigue us. First they developed a 


| tooth brush with teeth, then a two- 
|step broom, and now its a brush- 
|less shaving brush for users of 
| brushless cream. 

This new brush (see illustra- 
| tion) is guaranteed to outlast any 
conventional brush since it has no 
bristles to wear out. It is offered 
in standard size and also in junior 
size for little shavers. Unfortun- 
ately, delivery cannot be made 
juntil after the war, because the 
|soft waterproof bristles which are 
left out of this brush have to be 
imported from Russia. 


What Workers Want 


Ev Smith of Macfadden Publica- 
tions confinues to be this column’s 
favorite authority on down-to- 


jearth understanding of workers’ | 


|problems and desires, so we are 
glad to catalog the fact that Ev 
|recently delivered a talk on “What 
| Workers Want and Expect in Post- 
|war” over 


phlet form. You can get a copy 
\from Macfadden if you want it. 


will be| 


Jottings 
Newsweek has put together a 
new booklet, “Blueprint for 


Peace,” which contains full or par- 
tial text on 11 international agree- 
ments, along with Newsweek’s 
own comments from past issues. 
The booklet is being supplied to 
teachers who use Newsweek in 
their classrooms, to _ librarians, 
and a few selected government 
and postwar planning groups, free. 
To others the price is 15 cents... 

And among the unusual tributes 
to Ernie Pyle was that of the De- 
troit Free Press, which followed 
his last dispatch with a _ black- 
bordered blank space and the mes- 
sage, “In honor of Ernie Pyle, a 
true American and great news- 


paperman who has written his last 
column, his space is left open to- 
day. —30—.”... 

Coleman Lamp & Stove Com- 
pany, Wichita, is the latest to join 
the ranks of those distributing 
“howdy” books to factory visitors. 
The Coleman book not only lists 
data on the company and its ex- 
ecutives, but includes a detailed 
map of Wichita and a complete 


directory of hotels, clubs, railroad | 


and other stations and churches. . . 

Swartzbaugh Mfg. Company, 
Toledo, which makes food service 
devices, thinks distributors must 


be pretty weary of the same old | 


letters, circulars, broadsides and 
what not, all telling about the fu- 
ture, about super postwar mer- 
chandise and how sorry the manu- 
facturer is about merchandise 
shortages. So Swartzbaugh got up 
a little booklet of funny cartoons 
from the trade press, and sent 
them out to distributors, on the 
theory that if it can’t give them 
merchandise, it can at least hand 
them a laugh... 

To celebrate its fifth annivers- 
ary on the air, “Mr. District At- 
torney” sent out “summons” to 
guests to attend a party. Invita- 
tion was on legal forms, had the 
name of the guest as defendant. 
The summons was delivered by a 
Powers model “process server” in 
the New York area. The show is 


sponsored by Bristol Myers Com- | 


pany. Doherty, Clifford & Shen- 
field, New York, is the agency... 

The war bond pledges signed by 
passengers aloft in American Air- 
lines on V-E Day (AA, May 21) 
are averaging $5,000 per plane. 
With approximately 50 planes in 
flight at the time, the total may 
approach $250,000... 

Why is it that when an organ- 


ization like W. F. Hall Company, 
|noted for its fine printing, sends | 
WINS, New York, 


: 2 | which has now been put into pam- | 
unlikely to utilize them unless they | 


out a release to newspapers, the 
copy consists of a sheet apparently 
typed through eight layers of 
moth-eaten carbon paper, making 


|the release legible only with the 
|aid of a ouija board... 


The National Association of 


Suggestion Systems, after receiv-| 


ing innumerable suggestions from 
its membership, held its first 
regional conference in Chicago last 


week. Most of the time was de- 
voted to suggestions from the 
floor. .. 


The Chinese will fight better 
now. Having read an ad for vita- 
mins published by Donaldson 
Company, Minneapolis department 
store, in an overseas edition of the 
Minneapolis Star-Journal, Eugene 
Sun, general manager of Lee 
Cheng Trading Company, oper- 
ating department stores in China, 
has ordered 50 boxes for imme- 
diate delivery. .. 
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Advertising Age, May 2 


The following documents 
be secured without charge 
companies sponsoring then : 
through ADVERTISING AGE, by ny 
national advertiser or adver‘ in, 
agency executive writing o: }j 
business letterhead. 


No. 2510. Washington Is Her» 
Stay. 

The Katz agency, national rep 
resentative of Station WOL, 
Washington, D. C., has issued this 
market story, which points up 


particularly the stability and 
tinued growth of the Washincton 
market. Employment, population 
trends and retail sales are tabu- 
lated, and a comparative study of 
radio surveys in major eastern 
cities indicates the capital’s sets- 
in-use average. 


Con~ 


No. 2511. Sell the Aviation Heart 
of America. 


Southern Flight, Dallas, has is- 
sued this brochure, which displays, 
in graphs, text and tables, the 
scope of South’s aviation market, 
and the publication’s coverage of 
it. Biographical notes on mem- 
bers of the editorial staff are in- 
cluded, with the story of news 
coverage and reader response. 


No. 2512. Houston Market Data. 


A color map of the Houston city 
zone, with tabulations of figures 
on population, wholesale and re- 
tail sales, manufacturing and other 
market data are included in this 
Houston Press booklet, along with 
facts about the Press of interest 
to advertisers. 


No. 2486. The Rock Island-Moline 
Grocery Story. 

The Rock Island Argus and Mo- 
line Dispatch have _ issued this 
| folder, which, in a table of 6 
|metropolitan districts in Illinois, 
|Iowa, Missouri and Nebraska, 
| shows the Tri-Cities (Rock Island 
and Moline, Ill., and Davenport, 
Ia.) sixth in food sales, 52.7% of 
which are credited to the Rock 
Island - Moline zone. Figures ar 
given for principal shopping days 
| for grocery products, and an ad- 
| vertising volume record for local 
grocers is included. 


No. 2469. Vitamin Questionnaire. 

Hospital Management, in this 
booklet, reports on the answers to 
a questionnaire which was sent to 
520 hospitals of 200 beds or over, 
and was distributed geographically 


to represent all sections of the 
country. The report shows that 
81.7% of the physicians practicing 
in these hospitals prescribe \'ta- 
min products, and it lists types 


most frequently used, and an: 
questions on pharmacy st 
sources of supply, method of «d- 
ministration, etc. 


No. 2494. Eight Answers to 
Questions. 


In this brochure the Open 
for Boys gives the answers to 
| of questions covering the pu 
| tion’s background, circulation 
| scription methods, reader int 
| etc. The material includes 
| of products and_ services 
| using Open Road, with their 
cies, and a report on a 
|}among subscribers showing 
boys will buy first after the 


No. 2489. 

ket. 
| Highlights of the shipbu' "¢ 
program for 1945, detailed Ss 
tics for 1944 output and a! ©" 
of current thinking on po ‘® 
|prospects for shipping and  ?- 
| building in the U.S. are con! °° 
in this booklet issued by 
| Engineering and Shipping R: 


1945 Shipbuilding 
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. _IIhree-Year Drive 


ge ; 
en . Wishington, May 23.—The Na- 
tioncl Paint, Varnish and Lacquer 


by ny . ° ° 
ar "Mj association began a canvass of its 
‘D8 membership this week for support 
al. of a proposed three-year institu- 
tional advertising campaign, which 
Here { wou'd cost approximately $500,000 
a year. ee. 
Proposed by the association’s 
lal rep@@ postwar planning committee and 
VOLMg approved by the executive com- 
ed thigqy mittee, the advertising would be 
int wm designed “to mold the public mind 
Aa ns PM.) a permanent appreciation of 
«a “D-H he beauty and protection pro- 
UNStOngE vided by the products of the in- 
Dulationfi gustry, both trade sales and in-+ 
€ tabu-fM dustrial finishes.” 
tudy o 
e: Bs Participation Voluntary 
’s set In a letter to members of the 
association, Ernest T. Trigg, presi- 
dent, said that participation would 
n Heart be voluntary, but that the cam- 
paign could not go ahead unless 
: 15% of the Class A members con- 
has 1S-Mi tributed. Suggesting a minimum 
isplays,@M of $500,000 for a year period, Mr. 
es, thefTrigg said the committee believes 
market. M™that no smaller advertising ap- 
rage ofqpropriation will assure success. He 
mem-@gadded that a study of available 
are in.fgigures indicated that subscriptions 
f ~ Hivill have to average 2% times an- 
aor nual dues to raise the fund. __ 
. No Agency Yet 
Data. No advertising has been pre- 
lon city pared nor an agency retained, and 
figures™mone will be until a committee of 
nd re-@dvertising and industry execu- 
d otherg™ives has been appointed to sup- 
in this@ervise the project. While the 
1g with funds are to be pledged at this 
nterest me, the actual campaign is not 
ww! 4 9 4 
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to be launched “until a time con- 
sidered most opportune” by the 
executive committee. The indus- 
try is hampered now by a short- 
age of critical ingredients. 


Must Protect Markets 


“We are confident that the mem- 
bers of the industry recognize the 
need to protect our markets from 
the aggressive postwar competi- 
tion of other industries, and to 
expand these markets and to make 
the public more conscious of the 
importance of our products in 
their daily lives,” Mr. Trigg wrote. 


“We are suggesting that you open 
your eyes wide to the great oppor- 
tunities for our industry’s profit- 
able expansion that lie before us 
at the war’s close—opportunities 
in the field of new construction 
and rehabilitation of property— 
great new opportunities for the 
use of our products in the indus- 
trial and product finishing fields. 
“A bang-up cooperative adver- 
tising campaign, ready to roll at 
the psychological moment, will 
give invaluable impetus to the 
growth of our industry that is only 
beginning its upward climb.” 


Joins Campbell-Ewald 
Herbert K. Lewis, for the past 
year United Press bureau mana- 
ger at Detroit, will join Campbell- 
Ewald Company, Detroit, on June 
1, in a public relations capacity on 
the Stransteel division, Great 
Lakes Steel Corporation account. 


Ohio Agency Expands 
Thomas Lindsay, formerly ad- 
vertising head of the Cleveland 
RKO Palace and other northern 
Ohio theaters, has joined Ohio 
Advertising Agency, Cleveland, as 
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|art director. The agency has re- 
|cently moved into expanded quar- 
ters in the Swetland building, 1010 
Euclid Ave. 


Jewelers Appoint 


The Jewelry Industry Publicity 
Board, New York, has appointed 
the Institute of Public Relations 
to conduct research and a pro- 
gram of public relations for the 
jewelry industry of America. Un- 
til the surveys are completed, no 
plans will be made and no budget 
will be appropriated. 


Cn cars in San Francisco— Business Week in the hands of San 
Francisco’s management-men. 


There are 1035 Business Week subscribers, together with some 3100 
associate let-me-see-it-too readers, who are busy men in the city’s rich 


food industry, in railroading and shipping, in tool making and oil and 


banking. They are leaders in every part of San Francisco’s varied business 


life—alert, enterprising, intensely aware of what is going on. 


It’s the same the country over: wherever you find men meeting the high 


business reponsibilities of these crucial times you'll find Business 
Week ... at work! 


You have many things to say to management-men 


and one best 


place to say them 
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The Blue Network has its own philosophy 
about Television 


We start out with the premise that’ television must be 
economically sound before it can become successful. We feel 
that the most important consideration in television today is 
advertising economics. 


Radio succeeded because it is practical; because advertisers 
learned to team up entertainment and selling, and to do it 
within a sound budget. This brought radio from a novelty into 
an important part of living in 33 million homes. 


America’s advertisers made present-day radio possible. 
Competition among sponsors for large audiences made radio 
increasingly better. Steadily improving shows built bigger 
audiences—and these increased audiences showed their appre- 
ciation by buying more goods. 

Advertisers and their agencies will play just as important 
a part in television. That’s why we are working closely with 
them. That’s why we are not planning to “take over’ the 
building of commercial television shows. And that’s why we 
approach television from the standpoint of advertising eco- 
nomics. Our policy, we believe, will make it practical for 
advertisers to get in and create good video shows: to utilize 
television more quickly. And as it did in radio, this will speed 
the growth of this new industry. Someday new art forms and 
new concepts of public service, which are inherent in being 
able to see as well as hear, will be developed. But that lies in 
the future. 


The People and Critics Say, “It Works”’ 


Blue has a regular television schedule. Our televised pro- 
grams are adaptations of successful radio shows; thus, they 
have an assured audience interest. And we start out by taking 
advantage of what we have learned about listening audiences, 
rather than by trying to interest them in some experimental 
form of entertainment. 

Costly experimental work will, we realize, play its part in 
the development of the future of television. But it is most im- 
portant now to give television a sound, seasoned and commer- 
cially practical birth. And the televising of proven and eco- 
nomical radio shows is the best way to do it. 

Our programs are televised on a regular weekly schedule— 
like radio programs—because we know that this is the only 
way to build a television habit. 

Every Sunday on General Electric’s WRGB in Schenectady 
we are presenting a television version of “Ladies Be Seated.”’ 
On Du Mont’s WABD in New York we presented “‘Quiz Kids” 
“On Stage Everybody,” and currently WJZ’s John David 
show, ‘‘Letter to Your Serviceman.” 

After one month of “Ladies Be Seated’ Schenectady 


audiences gave this program the highest rating ever obtained 
by a television show. 


After two weeks, “On Stage, Everybody” was the most viewer 
and most popular with Du Mont’s New York audiences. 


We got these facts from these stations’ polls. But we checkec 
up on them by talking, ourselves, to the people who have watcher 
and heard our shows. 


We have great confidence in our television plan. Peop! 
like the programs, and they are economically sound. 

That, we think, is the foundation of practical televisio! 
development. 


AMERICAN BROADCASTING COMPANY 


| She Blue Network 
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Mr. & Mrs. W. J. McLaughlin, family and friends, 
of Troy, New York. 

“We always have enjoyed ‘Ladies, Be Seated,’ 
but we are very glad we have a television receiver so 
that we can also see it.” 


Mr. & Mrs. Louis F. Cordini and Family, 785 West 
Houston Street, New York City. 


“After listening to ‘The Quiz Kids’ on the 
radio, we got an added kick out of seeing them.”” 


: I es 4 


Mr. & Mrs. H. J. Mandernack, with son Peter and 
daughter Donna, Schenectady, New York. 


“The whole family gathers around and can see 
it as well as hear it. It’s just grand.” 


Be: 


Here in the Slutchak home, Brooklyn, New York, 
they are watching their first telecast of that popular 
radio feature—‘‘The Quiz Kids’’ Says Mrs. Rose 
Slutchak, ‘We like it very much, especially Joel.” 
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July Listeners 


Exceed January, 
CAB Discovers 


New York, May 23.—Coopera- 
tive Analysis of Broadcasting, in 


| weekday and weekend listening. 
| The report just released projects 
|for the first time a new concept of 
|applying data on levels of family 
|listening to sets-in-use data, with 
|results indicating that not enough 
‘emphasis has been given in the 
|past to levels of family listening 
and the number of listeners in 


its winter 1945 audience composi- | each family, said Bernard C. Duffy, 
tion report, analyzes for the first|chairman of the board of govern- 


time differences in winter and 
summer family radio audiences, 
illustrated by charts covering both 


iors. January, 1945, was studied as 
la typical winter month and July, 
| 1944, represented a typical sum- 


mer month. 


Exceed January Figure 


During the month of July, al- 
though the number of families lis- 
tening to the radio reached the 
| lowest level of the year, the num- 
ber of listeners in each family 
Monday through Friday, 9 a.m.- 
6 p.m. was greater than in Janu- 
ary, CAB reports. 

Women seem to be the most con- 
stant factor in family audiences, 
with falling off noted only in the 
| summer late afternoon weekday 
| time periods—a fact due primarily 
to men’s “preempting the radios 
to listen to baseball broadcasts,” 
explains George H. Allen, mana- 
ger and secretary of CAB. 


Of 22 daytime serial programs 
for which data were reported in 
both months, 15 attained a higher 
number of listeners per listening 
home in July than in January, four 
showed no change, and three 
showed a lower summer figure. 
Of six week-end daytime pro- 
grams, half totaled a higher num- 
ber of listeners per listening home 
in July, no change was recorded 
for one, and two showed an in- 
crease in January. Data on night- 
time family audiences indicated 
that for winter family listening 
levels are definitely higher. 

Results of a CAB nationwide 
survey of radio listening on V-E 
Day showed that sets in use were 
36.0, a 166% increase over the 
13.5 shown on April 17, the last 
Tuesday on which CAB inter- 
viewed and considered a normal 
Tuesday morning. Afternoon lis- 
tening on V-E Day was 58% above 


normal. By evening, radio audi- 
ences dropped to 7.5% above 
normal. 

Bradbury Moves 


W. B. Bradbury Company, New 
York representative of college 
magazines, has moved to 122 E. 
42nd St. 


Army, Navy, and Marine Officers vote 


“TIME is our Favorite Magazine.” 


ACAPTAIN: “Well I'll 
be damned. Here I am 
reading about the battle 
of Manila in TIME and 
I’m sitting right in the 
middle of the damned 
thing.” 


A LIEUTENANT: “TIME 
is an inspired gift for a 
man overseas. My copy 
comes through with 
amazing regularity and 
when it does, mine is by 
far the most popular mail 
call. The officers all line 
up for it and then most 
of the men in the platoon 
read it.” 


* 


A MAJOR: “I had to pass 
the last issue of TIME 
throughout the entire 
detachment, it was in 
such terrific demand. For 
the first time we really 
got the full dope on what 
happened in France. 
Sounds strange, but you 
people seem to know 
more of what’s going on 
here than we do.” 


* 


A LIEUTENANT: “For 
nearly two years TIME 
has followed me through 
three campaigns. It has 


Says an Army Licutenant: 


"You'd be amused if I mentioned some of the 
places where I have found myself catching up on 
world events through TIME -- foxholes and all. 
We don't go quite as far as saying (during an 


attack) 


‘Pardon me Jerry, it's time for TIME' -- 


but it's almost like that. TIME really comes 
through and thanks a million." 


Says another one: 


"Aside from letters from home, 


receive TIME at 


TIME helps me keep the feel of home and perhaps 


I would rather 
mail call than anything else. 


will make it easier for me to readjust myseif 


when I get back 
through TIME, 


us later on." 


. If every soldier would keep 
some close contact with home such as is possible 
it would be a 
great benefit to all of 


provided me as well as 
my friends with our only 
comprehensive source of 
current information. The 
pleasure and benefit we 
derived from the maga- 
zine is priceless.”’ 


* 


A LIEUTENANT: “TIME 
is the finest publishing 
service from home and 
practically our only 
source of serious and 
comprehensive news. 
Thanks a million from all 
of us who share my sin- 


gle copy.” 
* 


A CAPTAIN: “TIME is 
one of the few bright 
spots in our existence. I 
say ‘our’ because TIME 
is read by many people. 
When a new issue arrives 
I have to read it imme- 
diately. If I put it down 
or someone sees me carry- 
ing but not reading it, 
‘ then it is gone—and I 
| mean gone!” 


=>, 
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| Network Hooperatings for May 


| Daytime Program Audiences 
| MOST LISTENERS PER SET: 


Program 
| Superman 
Hop Harrigan 
|Tom Mix 
| Most Men: 
| Most Women: 


Mills Co.) 
Most Children: 


Program Sponsor 
Kate Smith Speaks 
Co. 
Right to Happiness 
When A Girl Marries 
Co. 


Kellogg Company 
General Foods Sales Co 
Ralston Purina Co. 4 
Tom Mix, with 0.48 (Ralston Purina Co.) 
Backstage Wife, with 1.33 (Sterling Drug, Inc.) 
Grand Central Station, with 1.33 (Pillsbury F 


General Foods Sales Calumet & Swansdown CBS 


Procter & Gamble 
General Foods Sales Diamond Crystal Salt NBC 


Sponsor 


Terry and the Pirates, with 1.41 (Quaker Oats Co. ) 
MOST SETS IN USE: 
1. Monday through Friday, 12-12:15 p. m., EWT 
Programs: Glamour Manor (Procter & Gamble) 
Kate Smith (General Foods) 
William Lang—News (R. B. Semler, Inc.) 
2. Monday through Friday, 1-1:15 p. m., EWT 
Programs: Baukhage Talking (Cooperative) 
Life Can Be Beautiful (Procter & Gamble) 
3. Monday through Friday, 2-2:15 p. M., EWT 18.7 
Programs: John B. Kennedy (Cooperative) 
Two On A Clue (General Foods Sales Co.) 
Cedric Foster (Cooperative) 
Guiding Light (General Mills, Inc.) 
HIGHEST SPONSOR IDENTIFICATION: 
Kate Smith Speaks (CBS) 12-12:15 p.m., E.W.T., with 76.2 
Correct Product 47.6 (General Foods Sales Company) 


“TOP TEN” WEEKDAY PROGRAMS 


Net- Hoope Yo 


Product work ating 
ta 


Ivory Soap NBC 7.8 
7.8 


& Baker's Chocolate 


Pepper Young's Procter & Gamble Camay NBC 7 
Family 

7 Widder Sterling Drug, Inc. Various Products NBC 1.2 
grown 

Breakfast in Kellogg Pep Blue 7.2 
Hollywood 

Portia Faces Life General Foods Sales Post 40% Bran Flakes NBC 7.1 

Co. Post Raisin Bran 

Woman in White General Mills, Inc. Wheaties NBC 7.0 

Life Can Be Procter & Gamble Ivory Soap CBS 6.6 
Beautiful 

Ma Perkins Procter & Gamble Oxydol NBC 6.4 


Names Patjens Agency 

Public Service Coordinated 
Transport, subsidiary of Public 
Service Corporation of New Jer- 
sey, has named Patjens Advertis- 
ing Company, newly - organized 
New York agency, as special con- 
sultant in developing a program to 
increase the effectiveness of car 
card advertising. 


Joins Harvard Group 

| E, I. LaBeaume, member of the 
Prwig-wdece-»- department of Hercu- 
les Powder Company, Wilmington, 


Del., has joined temporarily the 
Harvard Commission on English 
Language Studies at Miami, Fla. 
He will work with the director of 
the commission, Prof, I. A. Rich- 
ards, as an associate on transla- 
tion of Navy handbooks and man- 
uals into basic English. 


Storkline to JWT 


Storkline Furniture Corporation 
has appointed J. Walter Thompson 
Company, Chicago, as agency for 
its line of baby and infant furni- 
ture and carriages. 


WARD-GRIFFITH CO 
NATIONAL REPRESENTATIVES 
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34.132 


Net Paid Average Circulation | 


THE 
FAMILY NEWSPAPER 
of LAWRENCE, MASSACHUSETTS 
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aaaaaadaad Dout of 10. 
| Homes Read the EAGLE-7RIBUNE 


No Reconversion Problem 


in Lawrence, Mass. 
THE CAPITAL OF THE WORSTED TEXTILE 
IN AMERICA 


124.849 People in the 
Greater Lawrence Market 
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Reporters 


with 
a Nose 


SALES 


O whom do you look to keep you 

up to date on accurate facts about 
everything from the progress of a world 
conference to the batteries in yesterday’s 
baseball game? 


Who’s the man who makes a_ business 
of knowing — and telling you with accu- 
racy and dispatch? 


The answer, of course, is — the news- 
paperman! 


The reporter covering his assignments, 
the rewrite man preparing the facts, the 
editor supervising all and wrapping it 
up for easy understanding. 


Perhaps you ask, why isn’t there some 
organization to collect sales facts the same 
way? Why isn’t there someone with a 
sales sense to interpret these facts — wrap 
them up for my quick use? 


Again we answer — there is! And again 
it’s that greatest of all fact-finders — the 
newspaperman. 


The Hearst Advertising Service makes a 


specialty of interpreting and evaluating 
facts dug out of the markets by reporters 
with a nose for sales. 


From ten key markets of the country, 
from constant service to and association 


CALL THE H-A-S MAN 


Just drop us a note 
saying, “I’m inter- 
ested in your market 
information on 
{name your type of 


broduct}.” 


HEARST ADVERTISING 


HERBERT W. BEYEA, Manager 


Representing: 


with sales and advertising people, from 
survey material and localized knowledge 
of specific markets and conditions, the 
Hearst Advertising Service man receives 
a continuous flow of valuable informa- 
tion. Trained analysts assist in the inter- 
pretation and application of this infor- 
mation. 


So when the Hearst Advertising Service 
man comes to you with these facts behind 
him — when he talks to you about sales 
— he speaks a language that makes sense. 


Space is too limited — the subject too 
broad and deep — to describe here the 
service H-A-S offers. 


But it sums up this way: H-A-S has, or 
can get, facts important to the sales man- 
ager. And the H-A-S man, interpreter of 
sales facts and student of sales trends, 
stands ready to work with you — just 
as he is working with dozens of other 
advertisers. 


Call the H-A-S man. 


SERVICE 


New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 


Baltimore News-Post-American 


Boston Record-American-Advertiser + Detroit Times +« Albany Times-l'nion 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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KMBC Extends Hours 


KMBC, Kansas City, has ex- 
tended its operating schedule to 
its prewar limit of 5 a. m. to 1 
a. m., adding an hour and a half 
broadcast time. 


Heads Coffee Group 


George V. Bardet, manager of 
the coffee department, M. J. B. 
Company, San Francisco, has been 
elected president of the Pacific 
Coast Coffee Association. 


The source of daily 
business news... 


the preference of 
management men 
in the greatest 
industrial area... 
the central west. 


Chicago 
Sournal of 
Commerce 


Carpet Makers Plan 
50% Sales Growth 
after Pacific War 


| New York, May 22.—Although 
/production is at its lowest point 
|since the start of the war, leading 

carpet manufacturers, conscious of 

the tremendous sales competition 
| they face after V-J Day, are figur- 
| ing new ways and means of car- 
| rying out a five-point program an- 
| nounced earlier this year for the 
| industry by the Institute of Carpet 
| Manufacturers of America. 

This program, worked out in co- 
operation with the National Retail 
Dry Goods Association and the Na- 
tional Retail Furniture Association, 
| aims to increase postwar carpet 
|markets by 50% over five-year 
| peacetime averages through: 
| 1. Increased advertising as much 
|as two to three times that of pre- 
|'war budgets by individual manu- 
| facturers. 


2. A public relations program, 
with the Fred Eldean Organization 
already helping the institute in 
publicizing the plan. 

3. Merchandising clinics to es- 
tablish methods of presenting sales 
courses. 

4. Training courses for retail 
sales personnel to start as soon as 
the supply of both materials and 
personnel makes it advisable. 

5. Basic color card, offering nine 
colors in a coordinated “package,” 
which will ultimately include pro- 
ducers in such allied fields as home 
furnishings, paint, wallpaper and 
upholstery. 

In a recent bulletin for retail- 
ers, A. & M. Karagheusian, Inc., 
a leading manufacturer, reports 
that carpet production for the first 
quarter of 1945 was about 30% less 
in dollar value than in the similar 
period of 1944. ‘“‘Present signs are 
that there will not be any im- 
provement during the second and 
third quarter of this year—pos- 
sibly even a further recession,” 
the bulletin adds. 


Continues War Job 


_ The carpet industry is continu- 
ing its wartime production of cot- 
|ton duck, so necessary in the Jap- 


|}anese war, thus reducing the 
amount of cotton yarns for cotton 
backing. It also faces less spinning 
and weaving facilities because of 
increased blanket production for 
rehabilitation and other war needs, 

Speaking to the Dallas Whole- 
sale Floor Covering Club recently, 
a representative of McCall Cor- 
poration reported that in 1941 
manufacturers spent $1,100,000 for 
advertising in magazines, newspa- 
pers, farm publications and radio. 

“Carpet and rug sales that year, 
according to the U. S. govern- 
ment,” he continued, ‘“‘amounted 
to about $205,000,000 which means 
that this industry spent less than 
one-half of 1% for advertising. 
This is a very small advertising 
appropriation if you compare it 
| with the sums of money spent by 
the other industries with which 
you (floor covering wholesalers) 
are in competition.” 


Booklets Are Offered 


| In 1941, the two leading adver- 
|tisers in the carpet industry were 
Alexander Smith & Sons, Yonk- 
lers, N. Y., and Bigelow-Sanford 
Carpet Company, New York. 

The latter company, through 
half-page and full-page color ads 


GAIN THE 


-VANTAGE ON THE STORE-FRONT 


be ’ 
| Fen Rabys Saf ty 


GLESSCO 


FOR SPaSMOOK (HOUF AND 
COUGHS DUE TO COLOS 


power of 


Buy War Bonds...and Keop Them! 


with MEYERCORD Decal Signs 


Plan now...to include Meyercord Decals in your postwar 


their 


Address all inquiries to Dept. 39-5. 


“sidewalk circulation” 


advertising budget. Thoroughly analyze the advertising 


value of Decal signs on your dealer windows...the buying 


Investigate 


their true point-of-sale value...their extreme economy. 
Meyercord Decals are washable, durable and can be pro- 
duced in any colors, size or design. Start your fight for 
peacetime sales volume on the storefront! Complete in- 


formation and free designing service available on request. 


a 

Advertising Age, May 28, 1945 
|in about seven national magaz nes, 
is already working back to promo- 
/tion of consumer selling. Curen 
‘ads and Bigelow-Sanford dei \ers 
‘are offering to consumers fo: 2 
|cents two booklets—‘Thumb nai] 
Decorator,” which gives’ con- 
|densed plans for home decorat 
}and “Room Planner,” particul 
popular because it contains 
outs to facilitate pre-planning 
carpet or furniture arrangeme its, 


Newell-Emmet Is Agency 


Thus, Bigelow-Sanford is p» 
viding its dealers with items 
|current consumer interest as we 
as a postwar outlook tying in \ 
the entire home furnishing fie! 
as advocated in the five-point p 
gram of the Institute of Car 
| Manufacturers. Newell-Emn 
Company is the Bigelow agency 

With a view to increased con- 
centration of sales efforts after the 
war, Mohawk Carpet Mills, Inc., 
Amsterdam, N. Y., has withdrawn 
distributing franchises from seven 
wholesalers. Realignment of the 
company’s wholesale distributing 
structure is a postwar requirement, 
Mohawk feels, to develop closer 
cooperation between manufacturer, 
wholesaler and retailer. 

Most of the leading carpet man- 
ufacturers seem to be holding off 
until later this year to see how 
the war in the Pacific progresses 
before attempting a return to con- 
sumer advertising. Even after re- 
conversion begins, the general 
feeling is that it will be close to 
two years before civilian produc- 
tion can really get under way. 
Then, it looks as if new products 
might be held up until urgent re- 
tailer demands can be filled. 


Outdoor Group Elects 


J. B. Stewart and Fred E. 
Trainer have been reelected presi- 
dent and secretary of the Outdoor 
Advertising Association of Iowa. 
R. F. Henderson was named vice- 
president. 
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Why focus all over the lot when you can focus 


on one highly productive group—the readers 


s i of MADEMOISELLE? They’re the group that’s proved 
presi- is 
itdoor 
Iowa. 
vice- 


incontrovertibly that it doesn't take mass-millions 
oun to move mountains of merchandise. Witness the 
shop* that sold 4,500 pairs of better shoes 
from a series of 2% x 5 inch ads! Because 
MADEMOISELLE readers have confidence in this 
magazine, they not only buy for themselves 
from its pages, but influence others to buy. 
When you find yourself in a buyer's market 
again, and when space is available again, 
focus on those influential young women 
who have bought and will continue to buy, 


at a terrific rate, the worth-while merchandise 


advertised in MADEMOISELLE. 


\. 
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500 Co-Ops Open 
in Sweden; Total 
Third of Population 


New York, May 22.—With the 
addition of more than 500 new 
cooperative stores 
Sweden last year, 
stores total 6,500 with a member- 
ship of 2,400,000 or at least 35% 
of the population, the American- 
Swedish News Exchange has re- 
cently learned. 

Total number of cooperative 
employes is now 35,000, with size 
of local cooperative societies vary- 
ing from the largest, Stockholm 
Konsum, with more than 400 


stores and a 120,000 membership, | 


| Renner, a member of the Central 


to the smallest, Greningen, in the 


opened in| 
cooperative | 


of the total Swedish retail trade,|of the Central Union of Austrian 


it was reported. 

| Kooperative Forbundet, the cen- 
|tral cooperative organization, had 
la turnover in 1944 of 312,000,000 
kroner ($78,000,000) with a net 
savings of 9,130,000 kroner ($2,- 
| 280,000) compared with 6,225,000 
|kroner ($1,556,000) in 1943, the 
News Exchange disclosed. The 
total value of goods produced in 
K.F.’s own production plants— 
with output going to government 
and private firms as well as local 
co-ops—was 236,000,000 kroner 
($59,000,000) in 1944, an increase 
of 25,000,000 kroner ($6,250,000) 
in 1943. 


CO-OP LEADER HEADS 


AUSTRIAN SETUP 
New York, May 22.—Dr. Karl 


northern province of Jamtland,| Committee of the International 


with 32 members. 


Trade Makes Big Gain 
Total business of the retail co- 


Cooperative Alliance and president 


Consumers Societies until his 
forced resignation by the Dollfuss 
government, heads the first gov- 
ernment of Austria as chancellor 
and foreign minister. 

His provisional government, not 
yet recognized by Great Britain 
or the United States, includes two 
other prewar cooperators. Min- 
ister of Food Supplies is Andreas 
Korp, Social-Democrat who was 
one of the general managers of the 
Wholesale Society of Austrian 
Consumers Cooperatives, and Min- 
ister of Agriculture Buchinger, 
who was a leader in the General 
Union of Austrian Agricultural 
Cooperative Societies. 


Hill Agency Moves 

W. S. Hill Company, Pittsburgh 
agency, has moved its offices to 
the Arrott building, 401 Wood St. 


Magazine Series 
on Home Canning 
Launched by Karo 


New York, May 22.—Corn Prod- 
ucts Refining Company will em- 
ploy about 20 consumer, six farm, 
and four home economics publi- 
cations beginning this month and 
continuing through July to pro- 
mote Karo syrup for canning, not 
as a substitute for sugar, but, when 
used as a blend, as a finer product 
than sugar. 


Using Color Pages 


Full-color, bleed pages will cau- 
tion ‘40,000,000 housewives”: 
“Don’t start canning until you get 
this new free book!” which will 
tell “how to improve the quality 
of your home canned fruits; how 


a 
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to hold fresh fruit color, fla 
and texture; how to put up fi 
fruit without changing your fav 
ite method; how to make ‘hea 
syrups without covering up fr: 
fruit flavor; how to can 25-3) 
more fruit with your sugar 
tion,” etc. 


Coupon Offer Made 


A coupon will be provided ; 
readers to request the book) 
which will present recipes an 
charts on “how to put up the ki; 
of fruits that experts judged be 
for flavor, color and texture 
The ad notes that “governme; 
bulletins and food articles hay. 
long recommended blended car 
ning syrups.” Results of a spx 
cial canning study conducted | 
Corn Products were made pub]! 
in February (AA, March 5). 

C. L. Miller Company, 
York, handles the account. 


New 


operative societies last year was | 


900,000,000 kroner ($225,000,000), 


compared with 786,500,000 kroner | 


($196,500,000) in 1943. The pres- 


ent turnover represents about 15% | 


SPEAKING OF RESEARCH 


Et 


AGAIN AND AGAIN YOU GET THE SAME ANSWER TO: 


WHAT MAGAZINES 
DO AMERICA’S TOP PEOPLE 
READ AND PREFER? 


Among the best customers of 
many an American manufac- 
turer are the managers and 
executives of Amorica's great 
luxury hotel chains. Recently 
TIME wrote to 1240 top manage- 
ment officials of leading 
hotels listed in Poor's Direc- 
tory and the Standard Adver- 
tising Register, asked two 
questions: 


1. What magazines (all kinds) do 
you read regularly? 


D 


2. What are your first and second 
choice magazines? 


The replies (from 293, or 
23.6%) showed: 
More of these key 
hotel men read TIME 
than any other 
magazine, no 
matter how big 


its circulation. oS 

Read Regularly Mentions 9% cof Replies 

VTIME 170 58.0% 
Life 151 $1.5 
Satevepost 135 46.1 
Fortune 5 19.5 
Newsweek 54 18.4 
Collier's 4 16.0 
New Yorker 40 13s. 


And TIME is their 
No. 1 favorite, with 
more first-choice 
votes than the 

four runners-up 
combined. * 


Mentions 
/TIME 89 
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EVERYWHERE 


| 


| * 
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of these plants 


Aere ane the rouswers 
to Your Zuestions ptlout 
POSTWAR METALS 
AND THEIR USES... 


In planning your sales and advertising program, you need 


facts and more facts about the markets for metals. More impor- 
tant, you want to know what changes to expect. 


And STEEL’s editors are doing a lot of digging to uncover the 
facts you need. The first results of this study on the markets for 
metals were published in STEEL as a special report to industry 
Now those facts have been packaged in easy-to-use data boo! 
form. Here are just a few of the questions answered in this 
report, ‘The Future Market for Metals’’. 


se THE vA 


gious TYP 


And in plants where steel or copper and brass are 
used, how many also use aluminum and mag 


97.5% also use Steel. 
91.8% also use Copper and Brass. 
97.7°% also use Aluminum. 


tions for you. 


nesium? How many plants now using aluminum 
also use magnesium? STEEL’s study of metal 
working answers those important marketing ques 
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Adcratters Elect Board 
Adcraft Club of Detroit has 
lected five new members to its 
yard of directors, including C. 
eroy Austin of Ernest Kern 
ompany, department store; Rob- 
+t F. G. Copeland, Detroit man- 
zer, Arthur Kudner, Inc.; Charles 
. Field, Detroit manager, Curtis 
‘ublishing Company; H. G. Little, 
ce-president and general man- 
ser, Campbell-Ewald Company, 
1d Elliott Shumaker, national ad- 
ertising manager, Detroit Free 
ress. 


joins Hubert Agency 

George Essad, for the past seven 
vears director of layout and let- 
ter of the slide film division of 
Jam Handy Organization, Detroit, 
has been appointed art director of 
F. B. Hubert Advertising Agency, 
Detroit. 


‘Completed Home’ 


Program Started — 
by N. Y. Utility 


New York, May 22.—Consoli- | 
dated Edison Company of New| 
York has launched a program for 
“completed homes” —initially 
equipped with “all modern con- 
veniences of living’—and is seek- 
ing the cooperative support of 
banks, savings and loan associa- 
tions, architects and builders. The 
company predicts the building of 
90,000 one and two-family houses 
in New York City and Westchester 
County by 1954. 

Consolidated Edison Company 


Batten, Barton, Durstine & Osborn | it is explained, “he will be tempted 


handles the company’s electric and 
institutional and McCann-Erick- 
son its gas advertising. 


Issues Portfolio 


In a portfolio the company points 
out that the plan is intended to 
“discourage jerry-building,”’ to 
“enable buyers to finance the kind 
of home they want to live in for 
years to come,” and to “provide 
assurance of durable value.” 


In addition to such factors as | be $6.33 a month on a 20-year | 
architectural planning, builder’s | 442% home loan. | 


integrity, and high grade materials, 
each home built under the plan 
would have adequate wiring, non- 
rust plumbing, “a step-saving 
kitchen with work-saving equip- 
ment,” built-in telephone wiring 


will promote the idea in campaigns | and radio and television antennae, 
to builders and to its 2,500,000 | and a modern garage. 

customers in this area. Advertis-| “If the home buyer has to pur- 
ing plans have not been announced. |chase his equipment separately,” 


to cash in his war bonds. Lenders | 
should urge people to finance their 
purchases of homes on low month- 
ly payments from current in- 
come.” Consolidated Edison in its | 
advertising will stress the impor- 
tance of holding war bonds until 


maturity. 
The cost for $1,000 worth of ‘“‘ad- | 
ditional conveniences” — such as 


heating system, range, refrigerator | 
and washing machine—is shown to | 


Edits ‘Redwood Tribune’ 


Ray Spangler, manager and edi- 
tor of the Tribune, Redwood City, 
Cal., has been appointed editor and 
publisher. The publisher’s posi- 
tion had been vacant since the 
death of Samuel H. Winklebleck 
in 1942. 


95.9% OF ALL METALWORKING 
PLANTS NOW USE 


STEEL 


COPPER and BRASS 


®eaeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaer-~- 


By Product Classification: 


Bar Products— Bolts, Nuts, Rivets, Screw MachineProducts 58.1 32.6 63.5 13.9 
Wire Products— Wire Specialties, Cable, Wire Fabric ... 86.2 


Sheet and Strip Products—-Light Gage Tubing, Stampings 66.7 
F. i 


Small Tools—Cutlery ano Flatware.____. Week Siss'e & 
Plumbers’ Supplies—-Stearm Specialties, Valves - 


. 62.4 43.4 49.1 ret 
° 40.3 46.8 9 


FM 
1s USE ° 

XPECTED IN INDUSTRY 
ARE E 


Of the plants now using steel, 42.5% plan to use 
more after the war. 44.9% plan on using the 
same amount, and 12.6% plan to use Jess. Copper 
and brass are used by 69.8% of all metalworking 
plants—and 41.0% of them plan greater postwar 
use. 10.6% indicate decreased postwar use of 
copper and brass. Estimated uses for aluminum and 
magnesium are also covered by this study. 


tion) 
¢ Classifica 

By Produc 
WHERE ? ( 


To get the true picture of your 
future markets, you'll need this 
information on present and pro- 


% 
an ce om oe posed uses of metals... broken 
USING wore SAME LESS 


down by 36 product classifications. 
With these tables, you can tell at 
a glance which types of plants 
plan to use relatively more steel, 
copper and brass, aluminum, etc. 
You'll know where present plans 
call for using less magnesium and 
zinc. STEEL’s study can help you 
keep your finger right on metal- 
working’s pulse. 


sSTWAR ? 
1 ABOUT NE ALLOYS pO 
WHA 


ARE MORE SPECIAL SHAPES NEEDED ? 
WHERE WILL CASTINGS, STAMPINGS, ETC. BE USED ? 


Those and other marketing and sales questions 
are answered by ‘The Future Market for Metals’. 
On each of its 37 pages, this study delves into 
major policy-making problems and comes up 
with factual answers. Use it as the nucleus of 
your planning to get a Jarger share of busi- 

ness from metalworking. Just ask the man 

from STEEL for a copy, or drop us a line. 


Yrs 


Penton Bidg., Cleveland 13, Ohio 
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6 MONTHS 
ENDING 
MARCH 31, 1945 
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Establishing 

A NEW LOW 
MILLINE RATE 
of $2.04 per line 


Based on Card 
Effective June 1, 1945 
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Advertising in 
Britain Gets Set 
for Postwar Tasks 


London, May 11.—The war has 
added prestige to British adver- 
tising, World’s Press News con- 
cludes in its first peacetime issue, 
which adds that it will “survive 
the challenge of the peace” and 
_help British industry recover pre- 


PARDON US 


Seme New Customers 
Are Waiting For You 


if your business is in something 
to eat or drink 

. . Or something to wear, or just 
about anything. Here's a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built oe, 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 


war markets. 

“Advertising enters the postwar 
period with greater prestige and 
standing acquired during its war 
service, and with full realization 
of the responsibility that rests 
upon it in the great task of re- 
construction and re-establishment 
of British industry throughout the 
world,” the publication states. 


Government Spent Heavily 


The war proved advertising to 
be a vital link in community serv- 
ice, in helping educate the public 
to accept a wartime way of living, 
World’s Press News says. During 
the war years, the government ex- 
pended huge sums on advertising 
to give guidance in such vital mat- 
ters as food, fuel and health. 

Generally factual and earnest, 
wartime advertising in Britain 
avoided flamboyance. Restrictions 
on space, with newspapers lim- 
ited to four-page editions, reacted 
to the benefit of the provincial 
press, now used by more national 
advertisers. Limited 
forced copywriters to be terse, and 
commercial artists to reduce their 
illustrations to the minimum. 
Heavy layouts have disappeared, 
improving the general appearance 


space also | 


of British wartime papers. 

“The war has, in fact, brought 
out among advertisers and all con- 
nected with the production of ad- 
vertisements, a better understand- 
ing of a wise economy of space,” 
the article points out. 

“With its war job nearly over, 
advertising, robust and vigorous, 
is ready for its peacetime task,” 
it concludes. “As it survived the 
challenge of the war, it will un- 
doubtedly survive the challenge 
of the peace, and it will take care 
that the ground won during the 
war, and the work it has done to 
promote public confidence in the 
leadership of business and indus- 
try, is not lost. It has already 
stimulated constructive thinking 
about postwar living, and when it 
can turn its full force to its real 
job of commodity selling, it will 
be equipped as never before to 
aid British industry in the fight 
for the recovery of its markets at 
home and abroad.” 


Neville Moves 

Neville & Schweiger Advertis- 
ing Agency, Philadelphia, has 
moved to larger offices in the Lin- 
coln Liberty building. 


‘Gentleman’ Plugs 
Farm Labor Drive 
in 225 Papers 


Philadelphia, May 22.—Country 
Gentleman on Sunday launched a 


nationwide ad drive in support of | 
the Department of Agriculture’s | 


effort to recruit seasonal labor in 
critical farm areas. The magazine 
will run four-column, 560-line 
insertions in Sunday editions of | 


225 newspapers in 183 selected | 
major recruitment areas, and will | 


use some dailies where Sunday 
editions are not available. 

In the past three years, the pub- 
lication has helped enlist seasonal 
farm labor, by using posters, car 
stickers, 
vertising, but changed its method 
of attack on the problem this year 
because the labor shortage is 
greater. Each ad includes a panel 
for insertion of local copy, and 
ads will run from a month to six 
mionths in various areas, depend- 
ing on how critical the shortage 
may be. 

The campaign was prepared and 
placed by the James G. Lamb 


editorials and some ad-| 
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“EMERGENCY! | 


4.000.000 


GD extra farm helpers, needed!” 
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* twos me, 
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FOR FARM HELP—Country Gentle. 

man is waging a nationwide campaign 

in cooperation with the U. S. Depart- 

ment of Agriculture with ads such as 

this for recruitment of seasonal labor 
in critical farm areas. 


Ccempany, Philadelphia, on the 
basis of the magazine’s studies of 
leyout and copy needs for the 
series. 


Marketers Elect 


Lawrence Lockley 

Lawrence C. Lockley, director of 
research, E. I. du Pont de Nemours 
& Co., has been elected president 
of the American Marketing Asso- 
ciation, Philadelphia chapter, suc- 
ceeding Don Hobart, director of 
research, Curtis Publishing Com- 
pany. 

Other new officers are: John R. 
Whitaker, American Stores Com- 


| pany, ist vice-president; Harold 
| P, Alspaugh, RCA Mfg. Company, 
'2nd_ vice-president; William F. 
|Buehl, McGraw-Hill Publishing 
|Company, secretary, and Irving W. 
‘Wilder, Henry Disston Sons, treas- 
\urer. Directors are: Roland G. E. 
Ullman, Roland G. E. Ullman Or- 
| ganization; C. E. Stiteler Jr., Reu- 
‘ben H. Donnelley Corporation, and 
|Reavis Cox, University of Penn- 
| sylvania. 
Littell Resigns 

C. G. Littell has resigned as 
president of R. R. Donnelley & 
Sons Company, Chicago, because 
of ill health. He will be succeeded 
by Herbert P. Zimmermann, for- 
merly vice-president. Randall E. 
Poindexter has been appointed 
vice-president in charge of sales 


Are you 
looking for 
Profit Markets? 


There are 25 Profit Mar- 
kets in Indiana that you 
‘can and should begin cul- 
tivating now. 


‘They are the importan’ 
‘Indiana markets outside 
_of the metropolitan cities 


‘How can they be culti 
vated? By your advertis 
‘ing in the columns o° 
the newspapers compris 
ing the 

INDIANA LEAGUE 


of 
HOME DAILIES 


For information phone or write 


SCHERER & co. 
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~P LINGULN LAND” retail sales in 1944 were OF 
"1% billion over 1939...... 


3 BILLION 
4 DOLLARS 


3 in Retail Sales 
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Last year’s total retail sales in the 236-county area that is ‘‘Lincoln Land Ne Lincolu Land Wanrket 
? totaled $7,757,976,000, according to estimates by Sales Management magazine  _. 96.page book of detailed reports and statistics on 
& in their annual Survey of Buying Power. oy i NO and ig is avail- 
> ‘ z r a adie fo sagies an aaver ising executives. rite on your 
ar- More than two billion dollars of this astounding figure was in food sales; letterhead: Prairie Farmer-WLS, 1230 Washington Boule- 
(OU one and one-half billion dollars in general merchandise; 448 million in lumber, 9°” S"799 7, Minos 
ul: building and hardware stores, and 347 million in drug stores. 
Goods are moving in ‘‘Lincoln Land.’’ Merchandise is selling in unprece- 
an? dented dollar volume. Here there is acceptance for any worthwhile product that 
. comes with the friendly introduction of Prairie Farmer, America’s oldest farm 
” paper, and WLS, serving the people of ‘‘Lincoln Land’’ for 21 years. They 
It selieve what they read in Prairie Farmer and hear over WLS. Use these two 
is: nedia together. ..asa team... to penetrate deeper. 
Mt 
ris 


SINCE —} 184! 


CHICAGO 


BURRIDGE D. BUTLER. President 
Use Them Together as a Team — to Penetrate Deeper 
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To ‘Beverage Media’ 


ge ee cent years Newspaper Cooking 


in the sales promotion department | 
of Canada Dry Ginger Ale, Inc. 


New York, has been appointed § h f p 

sales promotion manager for Bev- ( 00 .) 0 rewal 
erage Media, New York, and its 

associated beverage publications | 


throughout the country. Mr. Dale Typ A Opp d 
was previously with McKesson & | e re ose 


i ivision for 10| 
a ia ipurt: ai | Chicago, May 22.—The prewar 
: , type of newspaper-sponsored cook- 
|ing school should be scrapped, but 
/an improved plan might prove of 
real value to advertisers and the 
public, according to a mail poll of 
leading manufacturers and agen- 
|cies conducted by J. H. Sawyer 
Jr., Sawyer-Ferguson-Walker 
Company. 
f| The vice-president of the Chi- 
M | cago newspaper representative or- 
8 | ganization wrote more than a score 
lof companies and advertising agen- 
‘cies for their views on cooking 
schools. Of those who responded, 
/only five favored the schools while 
|10 expressed outright opposition. 
|Five others voted for this type of 
[newspaper promotion, but qualified 
their answers. 


i 


. tp ) 
PER RGB } 
*NGRy eng VIS, 


‘cmplete plants in TORONTO - MONTREAL - WINNIPEG 


In line with their comments and 
criticisms, further research and 
study is being made in an effort to 
effect a good cooking school plan, 
Mr. Sawyer said. It will be sub- 
mitted to a group of authorities 
before any definite recommenda- 
tions are made. Mainly because 
of wartime conditions, most news- 
papers which conducted 
schools have discontinued them 
during recent years. With the war 
in Europe over, the advisability of 
resuming such classes is again be- 
ing considered by many in the 
field. 

THe ww. J. 


Heinz Company, 


these | 


| partment. 


|lowed them to be included on the 


Pittsburgh, which has put on suc- | 


cessful schools of its own, wrote 
Mr. Sawyer, “Frankly, we are a 


bit lukewarm about the average 
circus type promotion and fanfare | 


with which most newspaper-spon- 
sored cooking schools are con- 
ducted. 
most advertisers in such a promo- 


tion is comparatively small,” it| 


added. 
Cites ‘Terrific Pressure’ 


Most objectionable feature of 
cooking schools, said Pillsbury 
Mills, Inc., Minneapolis, has been 


We think the return to|as being ‘too sporadic and spas- | 


'ket but the timing may be com- 


~..vertising Age, May 28, 


the ‘“‘terrific pressure” on the part|he declared. 
of sponsors for additional linage | In the past, many so-called c 
from advertisers to be included. |ing schools advertised practi: 
“Since Pillsbury has for years|everything but food, accordin 
been one of the largest newspaper | Winifred B. Loggans, home 
advertisers in the flour field, we|nomics department, Kellogg ( 
have felt that we should auto- | pany, Battle Creek, Mich. 
matically be included in cooking |feel that advertising should be 
schools on the basis of our regular | fined to food items and equip: 
linage, and not on the basis of any | that is used in the preparation .; 
extra linage we might schedule at | storage of food,” she said. ‘] 
the time of the cooking school,’| would eliminate beauty par\ 
wrote R. J. Keith, advertising de-|cleaning establishments, auton 
“However, in many|bile agencies, ready-to-wear, ; 
cases newspapers have taken un-|similar advertisers who really h: 
advertised brands of flour and al-|no place in a cooking school.” 
Don Smith, advertising manage. 
basis of some special linage run at| Wilson & Co., Chicago, urged tie 
the time of the cooking school.” | working out of a formula, after 
|consultation with home economi 
jadvertising men and others, so 
J. Edward Coombes, advertising | that all schools could be conducted 
manager, John F. Jelke Company, |on the same basis for the greatest 
Chicago, opposed cooking schools | benefit to the newspaper, its ad- 
vertisers and the community. 


Timing Usually Poor 


modic,” and “not only do they just | ‘ . 
hit the high spots in a given mar- | Movies Win Support 

A plea for good movie cooking 
pletely out of phase with the other|schools was sounded by Esther 
merchandising activity on the part | Latzke, director of consumer sery- 
of participants.” Additional linage|ice, Armour & Co., who said the 


‘derived is not extra linage but just| cost would be less and “I believe 


a diversion from other schedules, |the results would be more educa- 


This little man talked to millions 


HE ad shown here is typical of a series reaching millions of 
telephone users, month after month—through American 
Home, Better Homes & Gardens, Collier’s, Saturday Evening 


Post. 


This campaign, now in the fourteenth straight year, reminds 
people of the real help they can get in the Classified section of 


Telephone Directories. 


That’s why more people than ever are referring to this 
popular guide. Today, they use it to find where to go “to make 
the old do until they can buy new.” Through it, also, they 


locate outlets for well-known branded products. 
It’s a national habit to look in the Classified. 


This campaign makes the habit more frequent. 


| tional and less of a strictly enter- 
taining type.” 

Among agencies queried, J. Wal- 
ter Thompson Company and Mac- 
Farland, Aveyard & Co. favor 
cooking schools — when properly 
handled. Opposition was expressed 
| by Maxon, Inc., Grant Advertis- 
‘ing, Gardner Advertising, and 
| Foote, Cone & Belding. George R. 
|McGivern, media director of Grant 
| Advertising, said he thought news- 
papers generally lost more adver- 
tising linage than they gained due 
to the handling of these schools. 

C. E. Bolgard, associate media 
|director, Young & Rubicam, urged 
|that a much broader use of spon- 
sored products be presented, as 
|well as more practical recipes and 
|displays. He also favors neighbor- 
/hood cooking schools among small 
|groups. More thought should be 
|given, he said, to presenting the 
products of manufacturers who 
have various types of newspaper 
i|schedules during the year than 
those who come in for a special 
short promotions. 

Paul S. Willis, president of 
Grocery Manufacturers of Amer- 
ica, believes a great many manu- 
facturers with new and improved 
products will be widely interested 
in postwar cooking schools. Both 
the old timers and new homemak- 
|ers will be interested in attending 
such affairs, he added. 
| 


Join O. S. Tyson 

Ralph R. Garrison and Berna- 
dette McDermott have joined the 
| production staff of O. S. Tyson & 
'Co., New York. 


EVEN AN ADVERTISING 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottag: 
or a magnificent mansion, you W!! 
want a copy of “How To Plan 
The Home You Want,” in you! 
home idea file. 


Its 32 pages are packed full o 
valuable "sl in home design an 
new equipment that you will wan 
to know about. 


Written by our own staff of ac 
cepted authorities on all moder! 
phases of home building—men an 
women whose lives have been de 
voted to the building business, !' 
eight easy-to-read chapters cove 
everything from financing to sola 
heating. 


Send for yuur copy today. 


PRACTICAL BUILDE! 


59 E. Van Buren Street, Chicago : 


at 25c I can’t lose—Send me “How 


| 

{ Plan The Home You Want.” ' 

Name — | 

War-time shortages sug- BMA iacansstensitianinesepaieaint | 
gested the theme of this ad ' City Blatt 
in national magazines. eo Sea namae~* 
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© 1945 Esquire, inc. 


Eaquire delivers 
exceptional results for 


air travel advertisers 


XK 
Ea.quire. puts a man 


in the mood to buy 


Esquire also delivers exceptional re- 
sults for national advertisers of many 
other products in virtually every field. 


and. millions of womtn, 100 
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Dog Food Market 
Fight Indicated 
by Test Survey 


Chicago, May 24.—It will be no 
easy matter for prewar dog food 
favorites to regain the market they 
lost when the war disrupted their 
operations, a study just made by 
Christiansen Advertising Agency 
indicates. 

For one thing, the dog market is 
more of a “parade” than the hu- 
man market, as shown by the fact 
that the random sample of 207 
Chicago dog owners interviewed 
in the study included 34 (16.4%) 
who secured their dogs since the 
war began, and one-sixth or more 
of the dogs may therefore be con- 
sidered as completely unfamiliar 


COLUMBIA 
NETWORK 


CORPORATION 


with prewar canned dog food. 

What has happened to compara- 
tive rankings of dog food is in- 
terestingly demonstrated by the 
brand breakdown shown in the 
study. Swift & Co.’s Pard is the 
leader by a nose, with 11.7% of 
the market, while Gaines, with 
11.2%, is right on its heels. Quaker 
Oats’ Ken-L-Ration is in third 
place, with 6.4%, others following 
in this order: 


Many Feed Table Scraps 


Rival, 6%; Kellogg’s Gro-Pup, 
4.5%; Morrell’s Red Heart, 3.2%; 


Wilson & Co.’s Ideal, 3.2%. In 
spite of the present omnivorous 
condition of carnivorous humans, 
28.1% say they feed their dogs 
table scraps, and an additional 
4.5% specify “raw meat.” 

It is particularly significant that 
12 of the 34 who got their dogs 
after the war began are feeding 
them table scraps, spurning all 
prepared foods, while seven of the 
dogs get biscuits, three get kib- 
bled rations, five get meal, and 
nine get dehydrated food. 

When queried as to the brands 
used before the war, the 173 local 


dog owners in that category re-|North American Phillips m- : 
ported that Rival was their fa-| pany, New York, maker of «ec. Wes 
vorite, getting 23.1% of the votes,| tronic products, has joined {,,- 
while Red Heart was next, with|ard Advertising Company, Vo, Sets 
13.3%, and Gaines was in third | York, as account executive. wes 
place with 12.7%. Canned dog Ae ee 
food was the most popular, with m Cor 
112 votes, with biscuits in second |Helps on Shaving a 
place with 49 votes, and 46 prewar| pa] Blade Company, New Ra a 
owners reporting that they used | through Al Paul Lefton Com = 
no dog food, even when all kinds New York, has prepared an hs ae hi 
were available. terrupter” - to be run freque: |y rari 1 
. in its regular campaign, on ‘ip: nop! 
Kasten Joins Hazard for easier and better shaving a - 
John G. Kasten, formerly as- | Product name is limited to a «ig- oxen fe 
sistant advertising manager of|nature at the bottom of the a oe tin 


Does Your V-E 
selling job 


apply this principle 
of Archimedes. . ? 


RCHIMEDES, that sturdy old Greek mathemati- 


cian, gave mankind an amazing number of useful 


inventions and engineering projections. 


He could move the world, he said, if only he had a 


place to stand. 


His principle was leverage. All he needed was a firm 


base from which he could apply it! 


This Archimedean principle can have a vital place 


* * * 


in your own postwar sales job! 


If you face the problem of moving a “world” of 
products to American Industry there is an estab- 


—_ oe 


“f, 


lished base from which you can apply the /everage 


that produces maximum sales at minimum cost. 


This base is sound Business and Industrial Publica- By 
tions—the only publications that are specifically , 
edited for the men in those industries for which : 


your product or service is designed. 


From this base of readership you can apply tremen- 
dous sales leverage, because you will concentrate 
your selling messages on buying power. You will be 
advertising to /arge unit buyers—management execu- é 


tives and key men in engineering, design, mainte- 


Lin Pt 


nance, production, distribution—who do the rec- 4 
ommending, specifying and buying in the very fields 


you want to sell. 


These men read their Business and Industrial maga- 
zines for profit, not just for fun. You reach them at the 
very time when they are most eagerly searching 
for new ideas, methods, products, services that 


will help them to keep on top of their own jobs 


Yes—you can move a world of industrial prod ts 
by applying your sales leverage from the firm | ise 
of sound Business and Industrial Publications. 


McGRAW-HILI 


PUBLISHING COMPANY .- INC. _ 
Headquarters for Industrial Information I } 
330 WEST 42ND STREET, NEW YORK (18), N 
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Westinghouse 
Sets Home Freezer 
Copy for June 


viansfield, O., May 23.—The de- 
sign of Westinghouse Electric Cor- 
poration’s upright models of post- 
war home freezers for city and 
farm use will be disclosed next 
month with copy in 15 trade pub- 
lications—the biggest list ever 
used for announcement of a new 
Westinghouse product. 


Roger H. Bolin, manager of ad- 
vertising and sales promotion for 
the appliance division, said the 
trade campaign will be supported 
by farm and general magazine ad- 
vertising and by commercials on 
the two network programs spon- 
sored by the company. New food 
freezing instruction guides also 
will be released during June. 


Show Six-Foot Model 
Electrical, hardware and home 
furnishings publications will carry 


11 insertions during June, rang- 
ing from single black-and-white 


pages to two-color spreads. Art 
work will feature the six cubic 
foot model, smallest of three sizes 
of upright home freezers with 
front-opening doors and sectional 
inner doors. Page ads in four July 
issues will complete the trade an- 
nouncement copy. Manufacturing 
is to start as soon as civilian pro- 
duction of appliances is resumed. 


Farm Papers on List 


Consumer advertising, illus- 
trated with one or two farm sizes 
of home freezers, will appear in 
Country Gentleman for July, Farm 


Journal & Farmer’s Wife for Au- 
gust and Progressive Farmer for 
September. 

“A campaign of refrigerator and 


home freezer advertising will also | 
be launched in general magazines | 


starting in late June,” Mr. Bolin 
said. 
frigerators have been advertised 
consistently as a part of the com- 
pany’s full-line advertisements, 
this new program marks the first 
full-fledged refrigerator push since 
Pearl Harbor.” On this list are 
American Magazine, Collier’s, 
Ladies’ Home Journal and Life. 


Your Messages to I ndustry Can Move 
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a“World of Goods’ 
in These 24 McGraw-Hill Publications 
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“Although Westinghouse re- | 


27 


| Commercials on the Ted Malone 
| Westinghouse program, aired over 
‘the Blue Network, will play up 
the new home freezers each Wed- 
nesday during June, as will the 
Westinghouse Sunday program on 
May 27. 

Advertising will stress the fact 
that the upright models, in con- 
trast to the horizontal models now 
used in food stores, ‘make the new 
home freezer the companion piece 
to the household electric refrig- 
erator in size and finish and will 
provide the same reach-in con- 
venience of the refrigerator,’ Mr. 
Bolin said. Simplicity of defrost- 
ing also will be featured, since it 
is reauired only once every six 
to nine months. 

The new upright freezer will 
have a hermetically sealed sys- 
tem, providing servicing equal to 
refrigerator servicing. 


| BUFFALO’S GREATEST 
REGIONAL COVERA 


BUFFALO'S 


BLUE | 
NETWORK 
STATION | 


5000 WATTS BY DAY ™ 
1000 WATTS BY 


BUFFALO 
BROADCASTING 
CORPORATION. 


RAND BUILDING, BUFFALO, NEW YORK 
Notional Representative: FREE & PETERS, INC 
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‘Horsefeathers’ 
in Vitamins, So 
Lab Deletes Them 


Berkeley, Cal., May 24.—A slap 
of resounding proportions is 
currently being delivered to the 
vitamin industry by Cutter Lab- 
oratories, ethical pharmaceutical 
manufacturer here. 


gue 


, Piaet 
me ecket 


Complete Coverage 
of one of the 
greatest 
post-war industries 


New York 


82 Wall St., 


With a fancy die-cut mailing 


| piece in which two vitamin pellets 


play the leading role, Cutter has | 
just begun a mailing to its western 
distributors and 
customers which announces its en- 
try into the vitamin field, and ex- 
plains why, in not exactly compli- 
mentary language. 


Joins ‘the Racket’ 


The title of the mailing piece is 
“Taking the Horsefeathers Out of 
Vitamins,” wherein Cutter explains 
“what the devil it is doing in the 
vitamin racket.” Like this: 

“ . . existence of one vitamin 
deficiency implies the coexistence 
of multiple deficiencies. While this 
knowledge has led towards more 
judicious analysis of vitamin ther- 
apy, it has also opened the way to 
marketing a thousand and one 
ethical as well as over-the-counter 
brands at prices varying all over 
the map. Formulas for most brands 
are based on minimum daily re- 
quirements for vitamin intake rec- 
ognized by the Food and Drug 
Administration . . . however, there 
seems to be no apparent correla- 
tion between price and content.” 

“Identification and measurement 
of vitamins is so standardized that 


their physician | 


| 


BRITISH REHABILITATION—These are the two winning posters among 500 
entrants in a contest sponsored by the British Directorate of Army Education 
to publicize the Army Education Scheme, Britain's rehabilitation program. 


it would be unadulterated horse- | more effective than the same meas- 
feathers to claim that one unit or | urement of any other brand . . 
one milligram of any vitamin fac- also vice versa. 

tor labelled ‘Cutter’ is one whit | . . if your patients knew how | 


a 
+ 


Advertising Age, May 28, 194; 


to shop for vitamins (which they 
don’t) they would end up with the 
Cutter vitamins you prescrib 
the first place.” 


Has Comparative Charts 


Having thus set the stage, Cyt. 

ter announces two new multi-vitg- 
min products, one for “mainte. 
nance,” and another of higher po- 
tency for “therapeutic” purposes, |}; 
produces a table showing how (Cut- 
ter and eight other brands compare 
in content with the Food and Drug 
recommendations, and how they 
stack up on price. For the “main. 
tenance” group Cutter shows , 
chart of Food and Drug recom. 
mendations, and an analysis of the 
new Cutter product as well as 
eight others. The collection of 
vitamins varies considerably ang 
so does the price, with Cutter’ 
product costing $3 for a 100 -day 
supply, and the others ranging 
from $3.25 to $7.46. 

On the therapeutic formula, Cut- 
ter shows a maximum price (OPA 
ceiling) of $5 for 100 days’ re. 
quirements, while six others range 
from $3.19 to $5.55. The $3.15 
item, according to Cutter, is “fa 


d in 


in Hlarnessed Enflation 


Money doesn’t burn a hole in people’s pockets in the HI-spot 
of oHIo—billion-dollar market covered by The Columbus Dis- 


patch. These look-aheaders have the saving grace to save! 


Each War Lo 


an campaign sets a new HIgh-water mark in. 


purchases. Individuals own in excess of $90,000,000 (net cost) 


time comes, they'll 


is the present-day, 


£7 


No unnecessary buying HI-jinks now. 


in War Bonds. They’re crowding bank depositories to the hilt... 
$55,000,000 in personal checking accounts; $60,000,000 in time 
deposits; $182,000,000 in demand deposits. 


But when spending 


have the do-re-mi. So get set now by an adver- 


tising schedule in The Columbus Dispatch. Your daily newspaper 


low-cost medium . .. with the brightest future. 


HE-SPOT in OMEO 


Informed people rely on the 
daily newspaper for ALL the news. 


below the recommended daily 
allowance” in vitamin C, 


ICharles Rob Robbins 


Forms Sales Firm 


New York, May 23.—Charle 
Robbins has resigned as _ vice- 
president and general sales man- 
ager of Emerson Radio & Phono- 
graph Company to organize hi: 
own sales company in the manuv- 
| facturers’ representative field. Fur- 
ther details and location of office: 
and sales rooms will be announced 
shortly. 

Morrie Rosenfeld, formerly Ney 
England representative for Emer- 
son, will become acting sales man- 
ager of Emerson. 

Mr. Robbins has been active in 
directing Emerson’s postwar plan- 
ning program. He had been with 
the company for 18 years with the 
exception of a short period in 1943 
when he served as consultant with 
the Signal Corps, stationed at the 
War Department in Washington. 


Joins Mary Dunhill 

Harris Whitaker, formerly as- 
sistant to the president and mer- 
chandising manager of Elizabeth 
Arden, Inc., has joined Mary Dun- 
hill, Inc., New York, as assistant 
to the president. 


Alco Names Bloch 


Alco Valve Company, St. Louis, 
manufacturer of refrigerant con- 
trols, has placed its account will 
H. George Bloch Advertising Com- 
pany, St. Louis. 


67.3°/. 
of all space 
bought by 
Buffalo 


MEN’S WEAR’ STOR{S 


appeers in the 
Buffalo Courier-Expres: 


A large chain store place 
54% of its space in the 
Courier-Express. The 
largest men's store, 62.7' 
The largest men’s 
furnishings store, 100%. 


The local boys, and the 
national boys, too, who 
know their stuff 

know that in Buffalo 


the Courier-Express 
Delivers the Goods! 


BUFFALO'S OLY 
_ MORNING & SUNDAY NEWSPA 5 
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The invasion of Sicily was preceded by this spectacular 
night bombardment, here recorded by Eyerman’s interpre- 
tative camera. He landed with our assault troops at Gela 
where a near miss broke his foot, his watch, and two cameras. 
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Mountain infantry scale rugged peaks on maneuvers, a 

tough camera assignment for Eyerman. Chief difficulty was 

in making the slopes appear as steep as they really are. 
f 


es: if 
ice ; 
a LIFE Photographer J. R. Eyerman, shown here chat- about Guam. He went with Admiral Mitscher 
‘ng with Admiral Mare Mitscher, just can’t on his flagship to picture the battle of the 
a elp being a photographer. Marianas. 
He first saw the light of day in his parents’ Pictures by craftsmen like Everman, who 
: \otographic studio in Montana. And heturned have a “feel” for their profession, are one big 
. it thousands of photographs of Yellowstone reason why LIFE has more readers every week 


d Glacier National Parks before, at 15, he “re- than any other magazine in history. 


ed” from photography to study engineering. 
He followed engineering until he was 24, when 


‘decided to take up photography for good. 


f Eyerman has photographed the war for LIFE TE edate were ' 
5 ‘ > ° ° fe? ewoen in Sente r. lf - U.S. Navy 
t aders since 1942... first in the Mediterranean, On a Carrier sweep in September, 1944, the U.S. Navy got . 


A - . its first glimpse of Manila after nearly three years. Eyerman 
- id lately in the Pacific where he did a LIFE 


went along on a destroyer, made this striking action pic- 
PAPER 


R ory on Okinawa civilians and a picture essay ture as his ship circled the carrier during battle maneuvers. 
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Washer Industry 
Expects 50% Jump 
in Postwar Units 


Chicago, May 23.—With indi- 
vidual manufacturers set to step 
up advertising and promotion, the 
household washing machine in- 
dustry looked forward this week 
to an expanded market promising 
an annual output topping its rec- 
ord year by 50%. 

Cooperative advertising by the 
industry seems farther off than 
ever, mainly because of the pent-up 
demand for washers and ironers. 
Despite this oversold condition, 
however, leaders in the industry 
are expected to increase adver- 
tising budgets in their effort to 
regain their positions in the post- 
war market. 

The industry will hit new pro- 
duction highs as quickly as it can 
get rolling in dead earnest, said 
Louis C. Upton, head of the Nine- 
teen Hundred Corporation, St. 


| Joseph, Mich., and president of the 
American Washer and Ironer 
Manufacturers’ Association. 

“The go-ahead signal, given yes- 
terday by the War Production 
Board’s removal of all restriction 
on materials, facilities and man- 
power, not only for washers but 
also for driers and ironers, means 
resumption of output by an in- 
dustry which in 1941, its last full 
production year (and its best), 
turned out more than 2,300,000 
units with a total retail value of 
close to $175,000,000,” he said. 


May Boost Drier Production 


Estimates of the demand for 
washers go as high as 5,835,000 
units, with the immediate market 
for ironers placed at 1,300,000. 
Production of driers is attracting 
much attention and _ speculation. 
These units were produced pre- 
war, although not in considerable 
quantities. Hamilton Mfg. Com- 
pany, Two Rivers, Wis., General 
Electric Company, Schenectady, 
and Edison General Electric Ap- 
pliance Company (Hotpoint), Chi- 
cago, were in the drier business 
before the war and have indicated 
that production of these appliances 


will be resumed. 


WPB’s proposed level of manu-|The program is transcribed and | 


facture, 350,000 washers each in| 
the third and fourth quarters of| 
1945, “is a gratifying figure to| 
aim at,’ Mr. Upton said, but he 
warned that output is dependent 
upon the industry’s ability to ob- 
tain materials without interfering 
with their use for war needs. “It 
will be three to six months before 
the industry as a whole is rolling 
out washers, ironers and driers in 
quantities that will be really no- 
ticeable in the stores,” he said. 
The trade group, which repre- 
sents approximately 95% of pre- 
war production, sponsored a radio 
program a number of years ago 
but has engaged in no other co- 
operative promotion in national 
media. Individually, however, 
several companies have been con- 
sistent, heavy advertisers in the 
field, including Maytag Corpora- 
tion, Newton, Ia., Easy Washing- 
ton Machine Corporation, Syra- 
cuse, N. Y., and Bendix Home Ap- 
pliances, South Bend, Ind. 


Gulf Airs Spring Show 
Gulf Oil Corporation, Pittsburgh, 

has begun its annual spring radio 

show in behalf of Gulf Spray. 


heard twice weekly over 200 sta- 
tions in the area where Gulf prod- 
ucts are sold. Titled “Songs of 
Jack Smith,” the show will con- 
tinue until Sept. 6. Young & Rubi- 


cam, Inc., New York, is the 
agency. 
Tullis Forms Agency 


Howard L. Tullis, formerly man- 
ager of _KWKW, Pasadena, and 
previously with the sales staff of 
Don Lee Mutual Network, has 
opened his own agency offices at 
215 W. Fifth St. Los Angeles. 
The agency will serve radio ac- 
counts only, handling the sale of 
radio packages and spot announce- 
ments. 


Buys Cable Piano 


Marshall Field & Co., Chicago, 
has purchased the Chicago store 
of Cable Piano Company, and will 
operate it as a division of Marshall 
Field’s retail store. The purchase 
does not affect other Cable stores 
elsewhere in the country, which 
are being acquired by the manage- 
ment group which has operated 
the business for many years. 
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Norge Discloses 
Plan for Laundry 
EquipmentFacto:y 


Detroit, May 22.—Another m 
step in a comprehensive prog 
of plant decentralization by 
Norge division of Borg-Wa 
Corporation was disclosed to 
Negotiations are nearing com; 
tion for acquisition of a fact 
site at Herrin, Ill., where Nor:; 
plans to concentrate all launc: 
equipment manufacture as soon 4s 
a plant can be constructed. 

Howard E. Blood, president, «.- 
plained that the contemplated piir- 
chase is in line with the decent 
ization program, “deemed neces- 
sary to permit the company io 
meet its announced postwar ob- 
jectives of high employment, e¢fji- 
ciency and volume in each of its 
plants.” Last autumn, the com- 
pany announced the purchase of a 
plant at Effingham, II1., for electric 
and gas range output, and its in- 
tention to streamline each plant 
for single-purpose, straight-line 
production. The firm’s factories at 
Muskegon and Muskegon Heights, 


Mich., will manufacture electric 
refrigerators and develop new 
products. 


Once started, Mr. Blood said in 
reference to construction of the 
Herrin plant, “we'll expedite fab- 
rication and machinery installation 
so that we can begin filling our 
large accumulated order backlog 
at the earliest opportunity.” Given 
|prompt priority assistance in ma- 
terial acquisition, Norge can be- 
'gin building washing machines in 
a few months, he predicted. 


Borg Adds Two to 
Distribution List 
Borg-Warner Corporation, Chi- 
|cago, has added the Owatonna 
|Tool Company, Owatonna, Minn., 
and AP Parts Corporation, Toledo, 
to the list of organizations whose 
products will be marketed abroad 
by Borg-Warner International. 
Borg-Warner has offices at Sao 
Paulo, Brazil, and a warehouse at 
Auburn, Ind., where export ship- 
ments of automobile, truck and 
tractor parts of 17 manufacturers 
will be consolidated for delivery 


to Borg distributors in South 
America, Trinidad and Puerto 
Rico. 


JWT Opens Dallas Office 


J. Walter Thompson Company 
has opened a Dallas office in the 
Irwin-Keasler building to serve 
the branch and dealer accounts it 
handles in the Southwest for Ford 
Motor Company. Clyde E. Rapp, 
formerly with the agency’s Chicago 
office, will be in charge. 


GET BIGGER AUDIEN 


SS a 
YOUR FIRM’S FILM 


Let DEVRY help you bring your institutiona! and 
training films to the attention of Schools, Collczes, 
Universities, Church, Civic, Agricultural and 
influential groups. You get FREE listing in ! 
catalogs annually. You get audience re 
Write for specific plan to assure your films ©\4%- 
imum showings... No cost... a 
No obligation. DEVRY COR- L/S 
PORATION, 1111 Armitage (> S 


| Avenue, Chicago 14, Illinois. Wi — 
x 
. . 7 . as 
WKY Goes Everywhere in Oklahoma to Give Eye-Witness News Coverage to Listeners 
Ngee at the same moment that (Above) WKY's NEWS EDITOR, Dow Mooney 
a Franklin Delano Roosevelt died in interviews two of rescue squad from nearby x A wv , 
. ‘ . Camp Gruber. Quick-thinking train crew un- ce | ‘ iti: G - 
Georgia last month, the skies over Oklahoma coupled passenger coaches; all passengers were vee 
asseng r “y. 2 ass gers ') : 
darkened and wind and rain wreaked havoc aime: Y YOUR BEST BUY—A Dev ‘ 
at widely scattered points in the state. a Sales, Industrial 
. taining projects, sele 
. . , : ¥ 3-purpose DEVRY, tha 
Early the following morning an M. K. because WKY long ago assumed the respon- yy ~¥ 4 
a , — al : ee / : ses, ee agees and silent films; (2) s! 
& T. passenger train tumbled off a flood sibility and the obligation to cover Okla- BOTH pack and whit« 
. ' . > renorte ing . . color yithout 
= abened trestle seportemy Crowsing some homa news thoroughly wherever or when equipment; (3) affords 
0) passengers ever it happens. This policy has taken WKY 0 KL A HOM A CITY Srerina inkowe x 
lo this spot in Eastern Oklahoma, 150 to every corner of Oklahoma and has taken | _ Shoot vogtown movies with e DaVRY 1 
b | — choice of the Nation's profess 
miles away, and to other storm and flood Oklahoma listeners to unnumbered impor- for their personal filming. $ pro . 
torn areas, WKY dispatched its newsmen tant state events during the past 17 years. | o _ Z 
NBC NETWORK e 930 KILOCYCLES , 
and eye-witness reporters; brought back the gil di . , ‘ \ ae 
: WKY has made a specialty of entertain- . ¥ 
story of death and _ destruction which : ‘ ; Only 4-time win- - 
vain ing, serving and pleasing Oklahoma listen- OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO. ner of Army-Navy 
whipped through the state as WKY has ; : F ; | cin silonaee ceed 
, ; Me ilesiin ty th = ers. In this it has done an unparalleled job The Daily Oklahoman and Times - The Farmer-Stockman | equipment ve 
lone iInnul abie *s e past. P . . 
c nnumera ] and is the station today, as always, to which KVOR, Colorado Springs KLZ, Denver (Affiliated Momt.) | TRIN te MIG Teka Celso q 
WKY was on the job. WKY was ready most Oklahomans listen most of the time. REPRESENTED NATIONALLY BY THE KATZ AGENCY, INC. / MERRMSRISI TSS TS eels 
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If you doubt the aeronautical market in 


LATIN AMERICA 


Take a Look at TACA 


LI3L Started by Lowell Yerex with one second-hand, five seater 
Stinson, flying between Tegucigalpa and San Pedro Sula in Honduras. 


1945 — 45 airplanes, including twin-engine, 21-passenger Douglas 
Airliners and Lockheed and Beechcraft planes covering more than 13,000 
miles of skyways in ten Central and South American countries; serving 
a population of ten million and operating regularly into 72 airfields and 
making charter flights, including Miami, into 40 others. TACA has 
carried 185,000,000 pounds of freight since 1931. In one five-year period 
it carried a total of more than 100,000,000 pounds — three times more 
than was carried by all the airlines within the United States in the same 
period, and 32% of all freight and express traffic in the whole of Latin 
America. TACA cargoes consist of everything that figures in the Central 
American economy — from food and clothing to live stock and fighting 
cocks; from jeeps and bulldozers to machinery and building materials; 
from fruits and flowers to diesel engines and everything else that is eaten, 
worn or used by the population it serves. Since 1931 TACA has carried 
450,000 passengers, and for the past five years it has averaged 70,000 
passengers per year. TACA employs more than 700 men and women in 
its Central American operations. 


TACA is one airline out of 76 now operating in Latin America. All are 
not as large, but all have the same opportunity for growth. That is why 
Latin America offers such a rich and growing market to the manufacturing 
and selling branches of the aeronautical industry in the United States. 


REVISTA AEREA reaches the men in Latin American market who do the buying 


REVISTA 


AEREA®® 
lachdhtrnladal cg 


SSS 9 Se 


515 Madison Ave., New York 22, N. Y. 
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WPB Cracks Down 


on Publishers of 
Illegal Magazines 


Printers, Distributors 
Warned Not to Aid; 
5,000,000 Copies Held 


Washington, May 23.—WPB in- 
tensified its war against the black 
market in paper today, with a 
warning to printers and distribu- 
tors against serving 21 publish- 
ers who allegedly have been pro- 


ducing 40 comic and detective 
publications without consumption 
quotas under magazine order 
L-244. 

In letters to printers and dis- 
tributors, C. J. Bevan, chief of the 
magazine and periodical section of 
the WPB printing and publishing 
division, pointed out that L-244 
provides penalties for firms co- 
operating in the production and 
distribution of such publications. 


14 in New York 


Of the 21 publishers, 14 are 
located in New York City, five in 
Chicago and one each at Long 
Beach, N. Y., and Toronto, Can- 
ada. WPB explained that no estab- 
lished or nationally known pub- 
lisher is involved, and it pointed 


fully observed wartime restric- 
tions on paper usage.” 

The list represented a summary 
of instances where WPB had acted 
to stop unauthorized use of paper 
since Feb. 5, 1945, when the maga- 
zine limitation order was amended 
to place responsibility on printers 
and distributors. A press release 
indicated that more than 5,000,000 
copies of 17 comic and detective 
magazines, “frozen” before print- 
ing was completed, or before they 
reached newsstands, may now be 
headed for waste paper collections. 


Bevans Names Offenders 


Titles listed in Mr. Bevan’s let- 
ter included: Arrow Mystery 
Novels, Bingo, Blazing Blue Circle, 
Bombardier, Chuckle, Cisco Kid, 


out that the violations were prac- | Fagle, Eclipse, Fleet Review, Gag 
ticed “by a small fraction of an | qnd Cartoon Book, Goody, Humor 
industry that otherwise has faith- Magazine, Jamboree, Jeep, Joke 


A TYPICAL American who likes to work hard, eat well, sleep com- 


fortably, dress-up on my off hours and have some fun... 


kind-of-a 


“happy medium’’ (I like to call myself) of most of the folks around 


these parts. 


Our families settled out 
here a long time ago. 
With a common purpose 
they laid the ground work. 
Us Dillys of today are 
carryin’ right along, too 
—developing a market 
that’s a DILLY! 


WRITE ME — Read my 
whole story .. . ask for 
“This Is Fort Smith”... 
Address Bill Dilly, care 
of Fort Smith papers. 


31,016 ABC 
Reaches the Fort Smith area with EFFECT 


Southwest American 
FORT SMITH TIMES RECORD , 
Sout west Cimes Recor 


—and that’s a fact! 


“Bull Dithy_ 


Represented by - BURKE, KUIPERS & MAHONEY, INC 


and Cartoon Book, Laffy Daffy, 
Latest, Lucky Seven, Major Vic- 
tory, Mask, Meteor, Most Thrilling 
Detective Cases of the Year, 
Patches, Pictorial Detective, Pin 
Up Parade, Pop Pop, Red Band, 
Red Circle, Scoop, Snap Comics, 
Taffy, Tailspin, Tailspin Tommy, 
Tallyho, The Guilty, Toy Town 
and Witty. 

Chicago publishers listed were: 
R. B. Leffingwell Company, Har- 
old S. Schwartz & Associates, R. W. 
Voight, Edwin Hamilton and Jay 
P. Walk. New York publishers 
were Irwin H. Rubin, Aaron N. 
Sawyer, Nicholson Publishing 
Company, Saturn Publications, 
Inc., Harry Baum, David Koren- 
man, Bernard M. Goldstein, Allied 
Graphic Arts, Louis Shomer, De- 
pictor Corporation, Rewl Publish- 
ing Company, Edward Sayle, Ber- 
nard Reilly, and C. I. C., Inc. Co- 
lonial Press, Long Beach, and F. E. 
Howard Publications, Toronto, 
also were named. 


Proof Not Submitted 


In addition to those which were 
said to have no consumption quota, 
Mr. Bevan listed nine titles pro- 
duced by eight publishers who 
were said to have failed to submit 
evidence that they used paper in 
publishing magazines in 1942. The 


titles are: Book of All Comics, 
Cartoon Escapades, Flash, Funny 
Bone, Hi-Jinx, Merry Go Round, 
Rib Tickler, Ringside and Snap 
Comics. Publishers are: Green 
Publishing Corporation, Cavalcade 
Publishing Company, Robert Rich- 
man, Omnibus Publishing Com- 
pany, Ringside and Consolidated 
Publishing Company, all of New 
York; Every Press, Chicago, and 
La Salle Publishing Company, 
Los Angeles. 

Mr. Bevan also warned that 
Four Star Publications, New York, 
and Life’s Romances Publishing 
Company, Chicago, “appear to 
have used paper greatly in excess 
of their quota.” The firms pub- 
lish A-1 Comics, American Air 
Forces Vol, 4, Captain Flight No. 7, 
Hi Ho Comics, Keen Teen No. 2 
and Kerry Drake No. 1. 


Court Action Started 


WPB said criminal action has 
been started against some of the 
publishers and other investigations 
are proceeding. The Department 
of Justice commenced proceedings 
in New York district court recently 
against two Manhattan publishers, 
Edward Sayle and Lindsay I. 
Baird, who were charged, on in- 
formation supplied by WPB, with 
using 564 tons of newsprint in vio- 
lation of WPB regulations. Twelve 
counts were alleged against Sayle, 
six against Baird, with maximum 
penalties, if found guilty, of $10,- 
000 plus one year in jail on each 
count. 

In filing the information, U. S. 
Attorney Frederick J. Walters, 
New York prosecutor, called atten- 
tion to the drive against “the un- 
patriotic practice of persons not 
entitled to paper allocations using 
newsprint, while established news- 
papers and magazines were com- 
plying with regulations and re- 
ducing paper usage, at great cost 
to themselves.” 


Says Printers Are Helping 


WPB reported that printers and 
distributors were prompt in coop- 
erating in the drive against the 
black market in paper, and that 
comic book titles on newsstands 


Advertising Age, May 28, 1945 


had dropped from 175 to 146 sin 
March 1. Number of pages of t 
comic magazines dropped fr 
4,711 in February to 2,698 in Ap: 

WPB listed these other achiey, 
ments: 

1. Publication of other illic 
magazines which would have con 
sumed large amounts of paper hx 
been stopped; 

2. Transfer or “sale” of quot: 
has been traced; 

3. 1942 usage claims of a num- 
ber of publishers have been chal- 
lenged. 

One publisher of direct mai 
matter had claimed a consumption 
quota of 3,100 tons for magazine 
in 1942, WPB reported, and an 
nounced a desire to use 4,430 tons 
in 1945, an amount exceeded by 
only 26 of the nation’s 2,000 maga- 
zine publishers. 


Old Contest Is Tipoff 


In another case a publisher sub- 
mitted a sample of his “1942” 
product which was found to con- 
tain announcement of a contest 
closing on Dec. 15, 1941. One 
publisher submitted a title page 
with the date neatly clipped out. 

WPB also continued to check on 
the paper usage of newspapers 
under L-240. The compliance di- 
vision announced Saturday that 
the Los Angeles Examiner had 
overused 736.24 tons during the 
first three quarters of 1944, and 
must cut 437.24 tons from its per- 
missible quotas during the third 
and fourth quarter of 1945. The 
payback allowed for 299 tons as a 
less - than- quota saving in the 
fourth quarter of 1944. 

Charge ‘Gross Negligence’ 

The suspension order charged 
“sross negligence” in basing al- 
lowable consumption on the 
paper’s own calculation of net paid 
circulation rather than on ABC 
figures. 

In another recent compliance ac- 
tion, the Fort Worth Star-Tele- 
gram was charged with overuse 
of 349.39 tons of newsprint paper 
in 1943 and 1944, and ordered to 
make up the deficit at the rate of 
no less than 87.3 tons during each 
quarter of 1945. 
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Represented Nationally by the Hearst Advertising Service 
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Tantalizing, isn’t it? 


The name is on the tip of your tongue. Let’s see... Graf 


Zeppelin, wasn’t it? No. The Shenandoah? No. 


Hold your doubt for a second . . . understand first that you are 
trying to recall a name behind one of the biggest news stories 
of a generation. Suppose that that news story had been paid 
advertising instead—that all the news stories behind this name 
had been purchased at regular line rates—the total would have 


reached tens of millions of dollars. 


Yet the name just escapes you (as it will a good 8 out of 10 


right in your own office. Try it and see). 


What would happen to a brand name behind some multi- 
million dollar advertising campaign that had lapsed? Would 
not that name, too, be as quickly forgotten as the dirigible 
Hindenburg? (Yes, that’s the name; easily recalled, isn’t it, 


with a little reminder?) 


It’s the repeated reminder that keeps a brand name alive and 
makes it great. It’s advertising constancy that pays—not just 
advertising. For yesterday’s advertising is as old as yesterday’s 


news. 


And ail advertising is only as successful as the market it sells. 
Here among America’s sportsman millions, there is only one 
great class-and-quality audience. No other publications cover 
this quality like the quality leaders among men’s magazines — 
the two leading independents in the field FIELD & STREAM 
and OUTDOOR LIFE. Here are two great individual publish- 
ing properties. Together, they cover the top of the cream of 
the crop—the ready and cheerful spenders—good for 25¢ a 
copy for their favorite magazines or $25 a day for their favorite 
fishing boat. Good now—better postwar when new millions 


now “hunting”’ overseas will join this great sportsman audience. 


Field G Stream Outdoor Life 
The Two Independent Quality Leaders In The Field 
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CED Outlines 
4-Fold Program 
for Business Press 


New York, May 23.—Editors of 
the 1,040 business publications co- 
operating with the Committee for 
Economic Development have a 
four-fold responsibility in develop- 
ing post-war employment, An- 
thony Hyde, director of informa- 
tion for CED, told representatives 
attending a special luncheon here 
yesterday. 

John H,. Van Deventer, Iron Age, 
chairman of the CED business 
publications committee, presided 
at the meeting, which was ad- 
dressed by Paul G. Hoffman, chair- 
man of CED and president of the 
Studebaker Corporation. 


Business press editors must stim- 
ulate planning among communi- 
ties, Mr. Hyde emphasized as point 
one in the program, and to this 
end CED will supply from time to 
time case histories of community 
action. Secondly, he pointed out, 
these publications must give read- 
ers information about postwar 
markets. Within six weeks, CED 
will issue a market report broken 
down into several hundred classi- 
fications, he said. 


Makes Editors Responsible 


Industries will look to their 
trade press for specific informa- 
toin on how to develop business 
potential, and editors must ac- 
cept responsibility for presenting 
this in the most interesting way, 
Mr. Hyde made clear. Finally, he 
said, business papers must supply 
the facts about new economic pol- 
icy which will be necessary to 
reach satisfactory fruition of all 
these plans. CED publishes policy 
statements, from time to time, the 
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most recent of which was released 
last week on the report of its re- 
search committee on postwar em- 
|ployment and prompt removal of 
wartime controls. 

Mr. Hoffman, in discussing obli- 
gations of business publications in 
developing maximum postwar em- 
ployment, told editors that their’s 
is the job to select subjects need- 
ing study, most important of which 
is taxes, and to follow this up with 
a presentation of the economic 
facts that will result in greater 
economic literacy throughout the 
country. 


CED ANNOUNCES 
PERSONNEL CHANGES 

New York, May 23.—Marion B. 
Folsom, treasurer of Eastman 
Kodak Ccmpany, Rochester, has 
moved from chairman of the field 
development committee of the 
Committee for Economic Devel- 
opment to vice-chairman of CED’s 
board of trustees, and will also be 
a member of the research commit- 
tee. He is now director of the 
House special committee on post- 
war economic policy and planning 
(Colmer committee). 

He will be succeeded in the field 


development committee post by 


BAKERY 
MARKET 
and how to sell it. 


The nation’s Bakers do an annual 
business of $2,000,000,000 
(exclusive of the biscuit and 
cracker industry). They pur- 
chase $750,000,000 worth of 
materials, ingredients, equip- 
ment and supplies, annually. 


Although there are more than 18,000 
shops classed by the United States 
Census of Manufacturers as commer- 
cial bakeries, less than 10,000 Bakers 
(see the first three groups below) do 
more than 95% of the business. 


How the $2,000,000,000 Bakery business is ap- 


portioned among the major buying classifications. 


of those same self-interests can ex- 
pect to find in this group an exception- 
ally responsive audience. 


For example, advertisers who offer 
our readers anything that helps with 
their problems, find them just as 
responsive as do our Editors. A manu- 
facturer whose equipment has practi- 
cal applications in the Baking field, 
gets best results when he backs up his 
claims with reasonable evidence, and 
fully explains the features of his prod- 
uct in terms of its specific advantage 
to the Baker. 


These progressive Bakers are inter- 
ested in learning more about anything 
that can help them operate a more 
profitable business . . . whether it per- 
tains to the machinery, supplies and 
equipment they work with, or the in- 
gredients they use in their products. 

Practical Bakery men; specialists in all 
technical phases, in engineering and in 
marketing; are available in our New 
York and Chicago offices to cooperate 
with any manufacturer or advertising 
agency interested in the Baking Industry. 


Cae ee ee a 


The Large Combina- 
tion Baking Com- 
panies, having two or 
more plants and buy- 


ing centrally. 
The Independent 


the Retail Bakers doing 
$50,000 or more per 
year. 


i The Progressive Retail 
© Bakers doing under 
$50,000 annually. 


LESS THAN 10.000 BAKERS 


oo 96% 


4 
: of little one-man 
neighborhood shops. 


for only about 4% of 
the total bakery 
business. 


i 


Interests and needs of the Bakers 


To make a uniformly good product, 
and to sell it at a profit, is no easy task 
in a business involving variable in- 
gredients and processing of perishables 
under varying conditions. Most Bakers 
need and readily accept all the help 
they can get, from manufacturers of 
ingredients, equipment and supplies 
and from the Business Press serving 
their Industry. A fair guide to selling 
the Baking Industry by helping it 
might be found in Bakers Weekly’s 
own record. Through the editorial ser- 
vices of our laboratory and engineering 
technicians and our sales and mer- 
chandising experts, we have attracted 
1 readership of the progress-minded 
Bakers who are worth intensive culti- 
vation. The manufacturer of a good 
product who approaches them in terms 


8B Wholesale Bakers, and 


| A relatively large 
| © group, numerically, 


Together, they account 


For 25 years the needs of a growing industry 
have increased the demand for close controls, 
chemical analyses of ingredients, research in 
new developments, improvements in methods 
of production and operations. Our completely 
equipped Experimental Bakery and Research 
Laboratory has pioneered much of this im- 
provement and worked closely with manufac- 
turers in testing the utility, adaptability and 
sales potentialities of materials, ingredients, 
equipment and supplies to the Baking 
Industry. 


FREE — to manufacturers and 
their advertising agencies 


To help manufacturers selling or 
planning to sell the Baking Indus- 
try, Bakers Weekly has just com- 
piled a data folder containing 
pertinent information about the 
market, its major buying classifica- 
tions, and how to approach this 
market effectively via advertising 
and sales promotion. 


Tell-All Unit in Standard 


Rate and Data, Classification 9, Business Paper Section 


For complete market s'ory see 


45 West 45th Street, New York 19, N.Y. 
360 North Michigan Avenue, Chicago 1, Ill. 


Walter D. Fuller, president of Cur- |} 
tis Publishing Company, Philadel- 
phia, who has been regional chair- 
man of CED for Pennsylvania, 
Maryland and Delaware. He will 
automatically become a member of 
the board of trustees. 

The number of trustees has been 
increased from 25 to 29, with three 
new members already elected. 
They include Milton S. Eisen- 
hower, president, Kansas State 
College of Agriculture and Ap- 
plied Science; Fred Lazarus Jr., 
vice-president of F. and R. Lazarus 
& Co., Columbus, O., and president, 
Federated Department Stores, Inc., 
New York; and Charles E. Wilson, 
president, General Electric Com- 
pany, Schenectady. 


CHPS Becomes CFOR 


Station CHPS, Parry Sound, 
Ont., will be moved shortly to 
Orillia, Ont., where it will be re- 
named CFOR. Gordon Smith is 
owner and manager of the station, 
and Horace N. Stovin & Co., 
Toronto, is the advertising rep- 
resentative. 


Buys ‘Northern News’ 


Northern News, Kirkland Lake, 
Ont., has been purchased by 
Thomson Publishing Company, 
Toronto. Now a weekly paper, it 
will be published daily when paper 
restrictions are lifted. 


Agency Elects Directors 


Clement W. Cook, Montreal 
manager, and William F. Scho- 
field, account executive of Cana- 
dian Advertising Agency, Mon- 
treal, have been elected directors. 


Select List Promotion 


John W. Cullen Company, Col- 
umbus publishers representative, 
has prepared a telephone reference 
card in the interests of the news- 
papers of the Ohio Select List, to 
be distributed to all agencies in 
Ohio. Listed on the card are Ohio 
agencies, media’ and media rep- 
resentatives, travel ticket offices 
and allied interests. 
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“Surrey with the fringe on Top" ba 


SHERMAN SURREY—One of the more 
unusual ads in Chrysler Corp.'s current 
newspaper campaign takes its caption 
from the remark of an excited G. |. 
when he first saw the rocket-mounted 
tank: “Here comes the ‘surrey with 
the fringe on top!''’ Agency is Ruth- 
rauff & Ryan, New York. 


GM to Hire More 
Employes Postwar 


Detroit, May 24.—General Mo- 
tors Corporation plans. greater 
postwar employment than was the 
case before the war, said C. E. 
Wilson, president, in the annual re- 
port to GM employes, issued to- 
day. “In our postwar program we 
contemplate an expansion and im- 
provement of our productive ca- 
pacity with new plants, new build- 
ings, new machine tools,” he said 

He cited GM’s $500,000,000 im- 
mediate postwar program, and 
said, “Our plans call for employ- 
ing more men and women postwar 
than we ever did prewar, and we 
also intend to produce more and 
better goods.” 

General Motors plans to have a 
job available for every former em- 
ploye in the service who wishes 
to return and has a program for 
handicapped veterans which will 
enable them to assume jobs where 
they will not be handicapped. 


The 49 dailies making up The 
Ohio Select List are shining 
lights in their communities . . . 
beacons in whose guidance the 
readers have complete faith. 
They create an intensity of read- 
ership that reaches fever heat. 


You'll be left in the shade if you 
try to make the grade in this 
billion-dollar market with metro- 
politan papers alone. Back local 
dealers with local advertising. 
Get in on that sunny money! 


OF 49 DAILY 
NEWSPAPERS 


Alliance Review ‘ 
Ashland Times-Gazette 
Ashtabula Star-Beacon 
Athens Messenger 
Bellefontaine Examiner 
Bellevue Gazette 
Bowling Green Sentinel- 
Tribune 
Bucyrus Telegraph-Forum 
Cambridge Jeffersonian 
Chillicothe Gazette 
Circleville Herald 
Conneaut News-Herald 
Coshocton Tribune 
Delaware Gazette 
East Liverpool Review 
Elyria Chronicle Telegram 
Findlay Republican- 
Courier 
Fostoria Review-Times 
Fremont News-Messenger 
Geneva Free Press 
Hamilton Journal-News 
Ironton Tribune 


c 4 
SALES ARE ALWAYS BRIGHT 


with Cover-to-Cover Coverage 


SELECT LIST 


JOHN W. CULLEN CO. 


Kenton News-Republican CHICAGO NEW YORK 
Lancaster Eagle-Gazette 
Logan News CLEVELAND COLUMBUS 


Marietta Times 
Marion Star 
Martins Ferry Times- 


Leader 
Marysville Tribune 
Middletown Journal 
Mt. Vernon News 
Newark Advocate 
New Philadelphia Times 
Painesville Telegraph 
Piqua Call 
Portsmouth Times 
Ravenna-Kent Record 
Salem News 
Sidney News 
Tiffin Advertiser-Tribune 
Troy News 
Uhrichsville Chronicle 
Urbana Citizen 
Van Wert Times-Bulletin 
Washington C. H. 
Record-Herald 
Wilmington News Journal 
Wooster Record 
Xenia Gazette 
Zanesville Times- 
Recorder & Signal 


Publishers’ Representative 
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Who is this Miss Moneybags? 


Ask Uncle Sam!  She’s his best Bond- 
buying customer. Ask the Bank! She’s first 
in line every week to cash her well-earned 
paycheck. Ask the Store! She hurries there 
each week to spend an average 20% of that 
paycheck on her clothes, an important part 


of her job equipment. 


Who is this Miss Moneybags? She’s 
Susie, the BG*, America’s STEADY CUS- 
TOMER! Squandering her income? Not 
on your life! Susie works for her living, and 
no one demands value more consistently than 
she. Multiply her by nine million BGs* 
spending their nine million Bond-deducted 
paychecks ever blessed week of the year, and 
you have the dynamic, perpetual buying 


power influenced by Charm. 


And remember, Susie is holding her War 
Bonds, saving them for sizable purchases 
she'll make when the peace has been won. 
That makes her a STEADY CUSTOMER, 


not only now, but after the war as well! 


BG*—Business Girl Buy More War Bonds 
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Peace Gets the Emphasis 
in Revamped Washington 


Washington, May 24.— Almost 
overnight Washington has been 
transformed from the command 
post of a global war to the head- 
quarters for reconstruction of the 
domestic and world economies, in 
a change of pace that is described 
as the beginning of a new era. 

With several communities 
already involved in reconstruction 
problems, officials point out that 
it is no longer possible to postpone 
consideration of the decisions that 
will be necessary when the pamp- 
ered war economy is faced with 
the rigidities of normal competi- 
tion. 

We still hear statements about 
the arduous job ahead in the Pa- 
cific war, but officials concentrate 
their public comments on recon- 
version and demobilization; Con- 
gress devotes itself to postwar 
taxes, disposal of surplus shipping, 
development of airports and the 
full employment bill. 

It is right that government 
should be planning ahead, but to 
anyone back from the Pacific it 
inevitably is confusing. How long 
do topside officials expect Japan to 
hold out? Does the new admin- 
istration feel that having smashed 
Japan’s empire, we can settle for 
less than unconditional surrender? 

oh co E 

Pomp: Benson & Hedges brands 
of cigarets, including Parliaments 
and Virginia Rounds, are the first 
victims of a new FTC drive 
against advertising or labels that 
imply a British origin for a do- 
mestic product. FTC says the fac- 
tory notice showing American 
origin of each of the Benson & 
Hedges brands appears in minute 
size on the back or side of the 
package and is not visible from 


By STANLEY E. COHEN, Washington Editor 


the front. 

The commission also objects to 
the way the firm uses such illus- 
trations as the British royal coat 
of arms, and,the Parliament build- 
ing. Other FTC actions forbid a 
New York tie company from ad- 
vertising that domestic ties are 
woven in Scotland, and an upstate 
New York men’s shop from identi- 
fying itself with Jaeger’s, a well 
known London _ exporter of 


woolens. 
aE He a 


Saving: ODT estimates that the 
convention ban has saved 52,000,- 
000 passenger miles of travel in 
three months, and brought about 
considerable improvement in the 
hotel situation in Chicago, Indi- 
anapolis, Buffalo, Milwaukee, 
Grand Rapids, Bay City, New 
York, Syracuse, St. Louis, Spring- 
field, Ill., Dallas, Galveston and 
Salt Lake City. Altogether 1,088 
applications for meeting involving 
305,000 people were received of 
which 69 were approved, 684 de- 
nied, and 335 dismissed as not 
covered by the restriction. 

a of * 


Task: Commerce Surplus Prop- 
erty officials have begun to thumb 
through the 40 or so presentations 
submitted by agencies seeking the 
account for disposal of surplus 
consumer war goods. Agencies will 
learn the results of the first elimi- 
nation by letter from the Depart- 
ment of Commerce in a few weeks, 
with some being asked to appear 
for an oral presentation. 

1 oS * 


Project: Maury Maverick’s lat- 
est project for his Smaller War 
Plants Corporation is as a “sales 
representative” overseas. Accord- 
ing to the plan submitted to the 
|Senate small business committee 
| this week, SWPC would enter into 


Represented by The Branham 


In the Ark-La-Tex area, KWKH—with 
its 50,000 watts—is the No. 1 medium, 
with full coverage and SELLING 
POWER in this prosperous market. 


Ce. 


‘remains under the latest press, ra- | J. Monroe Johnson. . 


contracts with foreign missions or | returning to his business, the R. C. 
governments, and distribute the Duncan Company Minneapolis and 
work to small plants, just as it has|St. Paul. . . Charles E. V. Prins, 
distributed war work. who supposedly resigned from ODT 
* * & _to go into private public relations 
Catch: Production data on only | work, is back at the ODT informa- 
a small group of “secret” weapons | tion job by special request of Col. 
i = . Maj. Wil- 
dio and advertising censorship | liam P. Tidwell, who has been di- 
rules released by Press Censor ‘rector of information for the Sur- 
Byron Price last weekend, ae eS ee Board, is opening a 
this will have little effect on ad-|Public relations office here... 
vertising. War contractors must Bruce Catton, who survived all the 
continue to clear their copy with | Personality fights at WPB, is tak- 
the armed forces, which make up|ing over the top Commerce De- 
their own censorship rules, and are | partment information post. 
much more stringent than Mr. | ..* - 
Price. | Test: 120 Washington mail car- 


salle Rd riers have cooperated with WPB 


People: Henry C. Flower Jr., on 
leave as vice-president and direc- 
tor of J. Walter Thompson Com- 
pany, New York, will be public re- 
lations director for the Army-Navy 
liquidation commission, disposing 
of surplus property in the India- 
Burma theater. James S. Knowl- 
son, president of Stewart-Warner, 
Chicago, is central field commis- 
sioner for surplus property in Eu- 
rope. . . Donald C. Duncan, who 
set up the sales and merchandising 
organization for Treasury in han- 


in a test of specially treated shoes. 
|Each postman wore one _ shoe 
| treated with the conservation ma- 
|terials, and one with a sole not 
| treated. When the untreated sole 
was worn through, another pair 
was tested, with soles reversed so 
that the treated sole was on the 
other foot. 
ae w * 

Release: Navy Secretary James 
Forrestal several months ago sug- 
gested that contractors waive pat- 
(ent infringement claims against 


dling surplus consumer goods, is|other contractors who do Navy 


work, pointing out that patent ip. 
fringement will be a “vexat yj. 
problem in the postwar and ‘e- 
conversion scenes.” Appare) tly 
contractors did not see it that \. .y. 
though, because the Navy is »5\ 


notifying its contractors that there 
has been no substantial agree yp; 
on the suggestion, and that is 
not going into effect. 

* ca os 


Documents: Alien Property (.)s- 
todian James E. Markham has p:e- 
pared printed abstracts on ~=p- 
proximately 45,000 patents in the 
chemical and mechanical-electy | 
fields. The chemical abstracts 
alone are divided under 33 head- 
ings, such as plastics, petroleym. 
protective and decorative coati) gs. 
metals, etc. . . NAB has a new 
guide for religious broadcasting by 
E. Jerry Walker of the Interna- 
tional Council of Religious Educa- 
tion. 

te Ht Bo 

Data: The Department of Com- 
merce is breaking down its $140 
billion dollar postwar economy 
figure by states, showing for in- 
stance in the May “Survey for Cur- 
|rent Business” that in a $140 bil- 
lion economy, income payments 
in Michigan would be $6.5 billion, 
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aad retail sales $4.1. Another ar- 
ticle predicts a residential and 
commercial building boom in the 
Southeast, Southwest and far West. 


Shipping Company 
Backs Travel Publication 


South, a monthly magazine to 
promote travel in southern states, 
rrently is being published in 
ew Orleans. The magazine is 
msored by Mississippi Shipping 
mpany, which contracts for four 

| pages of advertising in every 
ue. Advertising columns are 
yen to any company in the travel 
isiness, however, including com- 
itors of Missisippi Shipping 
Company. Bauerlein, Inc., New 
Orleans, handles the shipping 
company account. 


Soo ritraes we 
nn ot ) 


Nichols Rejoins Agency 

Lt. Col. Harry J. Nichols, on 
leave as Ist vice-president of 
Mumm, Mullay & Nichols, Inc., 
Columbus, O., has rejoined the 
agency after 30 months of service. 
He served as director of the officer 
procurement division, Fifth Serv- 
ice Command. 


Federated Going 
National; Buys 


Houston Store 


New York, May 22.—As the 
first step in its nationwide ex- 
pansion program, Federated De- 
partment Stores, Inc., yesterday 
disclosed the purchase of Foley 
Bros. Dry Goods Company, larg- 
est department store in Houston, 
Tex. 

The expansion plan, according 
to Fred Lazarus Jr., president of 
Federated, does not call for the 
establishment of branch stores but 
involves the purchase or erection 
of large department stores capable 
of doing an annual volume of $7,- 
000,000 or more in cities of not 
less than 250,000 population. Foley 
Bros. falls into that category and 
does an annual business of $8,- 
000,000. 

Federated, which reached a vol- 
ume of $182,000,000 last year, 
plans to erect a new structure to 
house Foley Bros. as soon as con- 
ditions permit. This is the first 
new department store, Mr. Lazarus 
said, to be built in the United 


| 


States since 1929. 

The Federated Department 
Store group was founded in 1929 
and now includes Bloomingdale 
Brothers, Inc., New York; Abra- 
ham & Straus, Inc., Brooklyn; 
William Filene’s Sons Co., Bos- 
ton; F. & R. Lazarus & Co., Colum- 
bus, and John Shillito Company, 
Cincinnati. 


Knudsen Appointed 
Glenn R. Knudsen, formerly 
Spokane district manager for 


Remington Rand and later sales | 


and credit manager for a Seattle 
wholesale firm, has been appoint- 
ed assistant sales manager of Loma 
Linda Food Company, Arlington, 
Cal. 


Gillette Signs Derby 
Gillette Safety Razor Company, 
Boston, for the sixth consecutive 
year over CBS, will sponsor the 
7ist running of the Kentucky 
Derby at Churchill Downs on 
June 9. Description of the race 
will be heard 6-6:30 p. m., EWT, 
on the full CBS and Canadian 


Broadcasting Corporation  net- 
works. Agency is Maxon, Inc., 
New York. 


Adler Gets Larger 
Stickley Account 


Grand Rapids, Mich., May 22.— 
Stickley Bros., maker of occa- 
sional tables, has appointed Wil- 
liam Hart Adler, Inc., Chicago, to 
handle its account, which will be 
greatly expanded this summer 
jand fall. 

Plans call for full-page, four- 
color insertions in home furnish- 


‘ings and fashion magazines, and in 
at least one news magazine, and 
'smaller insertions will appear in 
one or more general circulation 
magazines. 

The drive will 


also include 


vertising, and later there will be 
|“widespread use of radio on a 
local-national basis.” 


Names J. H. Young 

J. H. Young, advertising director 
of National Retailer-Owned Groc- 
ers, Inc., Chicago, has been ap- 
pointed merchandise manager of 
the company. He will be suc- 
ceeded by J. R. Hulbert, adver- 
tising manager of Jewel Tea Com- 


pany, since 1942. 


To induce individuals to buy their half of the fourteen billion dollar quota, more advertising than ever 


must be directed at the little fellows who together have most of the money. Business again will come 


through with enough advertising power to put this drive over, just as business has surpassed every war 


production goal. Again America looks to that same advertising giant which in peacetime moved moun- 


tains of merchandise, made jobs, paid profits, expanded industries to amazing capacity for war. Buy all 


the bonds you can, and turn loose every available kind of advertising to induce others to go the limit. 


Winning this war quickly is the greatest sales and production job in history. Give it everything you have! 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


CANTON, N. CC... . HOUSTON, TEXAS 


MILLS AT HAMILTON, OHIO... 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
Tablet Writing and Papeteries .. . 2,000,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO : PHILADELPHIA - CLEVELAND - BOSTON « ST. LOUIS - CINCINNATI « ATLANTA 


'dealer cooperative newspaper ad- | 


“ 
D. nurse, she say getta 


da otha won. Aw’ datsa da 


won I wan!’ 


When the nurse recom- 
mends a product, her sug- 
gestion really carries 


wei ght! 


And when you remember 


there are thousands of 
nurses—each of whom sees 
several patients daily — 
these recommendations can 
add up to a tremendous 


word-of-mouth advertising 


campat gn. 


To gain such recommenda- 
tions for their product, 
many advertisers take space 
in R.N. to inform the nurse 
of the merits of their brand. 
Because it is edited with 
imagination and verve, 
more nvrses read RN. than 


all other major nursing 


journals combined. 


A JOURNAL FOR NURSES 


RUTHERFORD, NEW JERSEY 
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Chicago Group to 
Promote Show of 
Postwar Products 


Chicago, May 24.—Withdrawal 
by WPB of its prohibition against 
the public display of postwar mod- 
els resulted this week in an- 
nouncemeni that “America’s first 
annual ‘Product of Tomorrow Ex- 
position’” has been approved by 
Washington for early 1946 open- 
ing. 

The exposition, which has been 
under consideration for many 
months, is set up with a planning 
department under Marcus Hinson, 
general manager, located at the 
Armory at 16th St. and Michigan 


Ave., and an advertising depart- | 
ment, at 20 E. Jackson Blvd. | 
Gardner Display Company, with | 
headquarters in Pittsburgh, is offi- | 
cial designer for the exposition, 
and has completed a design for a 
group of buildings centering on 
the Chicago Coliseum in which the 
exhibits will be placed. 

According to its promoters, the 
exposition will have_ 1,000,000 
square feet of floor space avail- 
able, and will be held annually 
“to provide a springboard for the 
introduction of new products and 
designs by all industry.” Some 
35,000 people per day can be 
handled, and the exposition will 
stay open as long as weekly at- 
tendance warrants. 

Backers of the exposition say 
that its facilities will make it pos- 


A Nationwide Sur- 
vey of Radio and 
Electronic Techni- 


cians’ Reading 
Habits sent free on 
request. 


25 WEST BROADWAY 
NEW YORK 7. N.Y 


sible for many new industries to 
“design for obsolescence” as the 
automobile industry has done for 
the past 20 years. Designing for 
obsolescence, they say, can be done 
successfully “only where facilities 
for the annual building up of en- 
thusiasm for owning the new and 
passing on the old are available.” 


Richard McKee Joins Y&R; 


Agency Transfers Staff 

Richard L. McKee, formerly 
member of the board and assistant 
vice-president of Albers Milling 
Company, Seattle and San Fran- 
cisco, has joined Young & Rubicam 
at San Francisco, as merchandising 
supervisor for Pacific Coast clients. 

The agency has recently trans- 
ferred Donald F. Sternloff, art di- 
rector; Richard H. Neely, copy di- 
rector, and Lois Corey, media 
buyer, from New York to its San 
Francisco office. 


Price Resigns Sales Post 
Ed Price, sales manager of Chem- 

icals, Inc., Oakland, Cal., manu- 

facturer of Vano liquid household 


‘Sweetose, New 
Staley Syrup, Set 
for National Media 


Decatur, Ill. May 22.—A. E. 
Staley Mfg. Company, long a 
maker of various table and cook- 
ing syrups, launches its largest 
drive in June to promote Staley 
Sweetose crystal syrup, golden 
syrup and waffle syrup, a pat- 
ented product the company has 
tested in a few markets for sev- 
eral years and is now ready to 
distribute nationally. 

Full-page, four-color insertions 
in eight women’s and farm maga- 
zines describe Sweetose as a new 
kind of syrup which is twice as 
sweet, higher in food value, easier 
to digest, smoother pouring and 
richer in dextrose. 

Ads will appear regularly for 
an indefinite period in Capper’s 
Farmer, Country Gentleman, Farm 
Journal & Farmer’s Wife, House- 
hold, McCall’s, Southern Agricul- 
turist, Successful Farming and 


cleaner, has resigned that position. Woman’s Home Companion, Other 


His future plans have not been 
announced. 


magazines will be used when 


| space is available. There will be 


“Furniture changer- 


Her husband says his sometimes barked shins 
are the penalty of living with a progressive!... 
Not satisfied with the status quo, she does the 
best with what she has, wants something better 
if possible. ..She may make a lot of mistakes, 
but learns by doing, and incidentally lifts the 


level of American living 
She is sideline cheer 


committee for frosted foods, deep freeze units, 
air conditioning, better bathroom and kitchen 
equipment, radiant heating... anything to save 
labor, stretch time, up quality. Demonstrator 
and sampler, she works well for better products 


and their makers... 


example .. 


prospect in every community ...She is found 


. sells other women by sheer 
is the best focus for advertising, first 


. practically incurable 


leader and reception to women 


newsstand, 


all over, in every income bracket! 

Life Story editors picked her as the 
hardest but best prospect to attract 
and hold.. 
her liking and needs ... enlisted the best writers 
and artists, 
founded on experience, and articles of real help 
... The formula has succeeded in 
gathering more than €00,000 circulation — 98% 


¥ . #. ~ ~t 
oT AR ee 
big J wi # 


. designed a magazine to ~~ 


put emphasis on functional fiction 


at 25¢ per copy...in producing 


greater response and interest to both editorial 
and advertising, and more definite results for 
advertising ... 
medium, potent now, of increasing potential!... 
Inquire Life Story —a Fawcett Publication, 295 
Madison Avenue, New York 17, N. Y. 


in proving Life Story a major 


Sire Story 


er 


Advertising Age, May 28, 1°45 


« Something New : 


From Corn 


of Syrup 


‘4 


4 A New Kind 


| 
| 


| GOES NATIONAL—Sweetose syrup; 
new products of A. E. Staley Mfg. Co. 
which have been tested in a few mar. 
kets, are being promoted nationally 
through this color copy. 


spot announcements, also, on sta- 
tions in the midwest farm belt. 

The first ad emphasizes that the 
syrup is a new product, superio 
in various ways to other cor 
syrups. Later ads will point ou 
that it is exceptionally suitable not 
only as a table syrup but for 
canning and freezing foods. Sub- 
sequent ads also will offer a recipe 
book. 

Hill Blackett & Co., 
handles the account. 


Cargill Adds Plant 


Cargill, Inc., Minneapolis, soy- 
bean and feed processor, has pur- 
chased the Cedar Rapids, Ia., feed 
processing plant of Honeymead 
Products Company, to replace its 
own Cedar Rapids plant, destroyed 
by fire. 

D. O. Andreas has resigned a: 
vice-president of Honeymead t 
become general manager of Cargil! 
at Cedar Rapids. 


Chicago, 


Van Camp Using Color 
Full-color pages in _ national 
magazines will be used in the fal 
by Van Camp Sea Food Company 
Terminal Island, Cal., for its 
Chicken of the Sea and Whit 
Star tuna labels. Advertising is 
being prepared by Brisacher, Va! 
Norden & Staff, San Francisco. 


Langweiler to W: ood 


Martin M. Langweiler, formerly 
with the promotion department 
of WFIL, Philadelphia, has bee: 
appointed manager of the client 
relations department of A. J 
Wood & Co., Philadelphia. 


Advertising Value 
Still Measured In 
Terms Of RESULTS! 


In a highly competitive field 3 
recent survey conducted by the 
Journal and Sentinel upon request 
of the advertiser showed increases 
during the past three months 
amounting to as much as 40 .. 


What makes this fact mor im 
pressive is that there was lit! or 
no change in the amount of mer- 
chandise available to the de»lers. 


The "pulling power" of Je urnal 
and Sentinel advertising was «ec 
tively demonstrated on thi: ac 
count.* 


Here's another “case his ory 
on why Winston-Salem is a‘) vust 
_market in North Carolina... 0" 
any advertiser. 


“Further information on requ 


JOURNAL and SENT! /EL 
Winston-Salem, N. C 


National Representatives: 


KELLY-SMITH COMPANY 
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A NATIONAL SHO 


for your product 


*37,200 A YEAR 


complete 


Oue of the Alans This is a great writer — Somer- 


set Maugham. He wrote one of the world’s classics, “Of Human 
Bondage.” He also wrote “The Razor's Edge,” his newest great 
novel ... which appeared first in Redbook magazine. 


And that is just one example of the kind of great writing which 


assembles for your product's advertising . . . Redbook’s audience 
of 1,500,000 families who happen to like fine fiction. And 1,500,000 


is better than a 5.0 rating. 


_—— — . . ae 


HERE is no trick in that statement — a national show for 

$37,200. For the show is Redbook magazine, with as cohe- 

sive, important an audience for its kind of entertainment — really 

good reading — as the audience of any daytime radio serial, 
for example. 

Yet the cost of doing an important selling job on this worth- 

while segment of America — with a full page in every one of 


Redbook’s 12 issues — is only $37,200 a year, not $370,000! 


Even though Redbook space is sold out, at r 
the moment, it is not too soon to make plans | 
for the day when space is available. 


To Nearly 1/5 of America — 
A Program of proven Sales Power 
Redbook, Cosmopolitan, and American 
THE 6 MILLION GROUP, reach six million 
families with less than 15% duplica 
tion — approximately one out of every 
5 in the United States. And a full pag: 
in every issue of all 3 magazines cost 


only $160,000 a yea 
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Public Relations 


Guide Issued for 
NAB Membership 


Washington, May 23.—The Na- 
tional Association of Broadcasters 
public relations committee began 


the mailing today of a 120-page | 


book, containing more than 400 
photographs, illustrating 26 fields 
in which a radio station can im- 
prove its public relations. 
Asserting that in the broadest 
sense, the practice of public rela- 
tions is “management in the pub- 


lic interest,’ the committee had 
compiled the photographs from 
dozens of NAB members to make 
up “a picture story of radio.” 

Among the subjects treated pho- 
tographically in the book are: 
telling radio’s story over the radio; 
friendly competitors; press rela- 
tions; women directors; trade rela- 
tions; civic and social organiza- 
tions; public groups; personal 
public service; emergencies and 
disasters; political campaigns; 
Senators and Congressmen; sports; 
religion; education; special events; 
news; public forums; the NAB 
Code; and others. 

Among the caption observations: 
“When stories of radio’s accom- 
plishments can be told modestly, 
like one’s personal experiences, 
careful attention and _ broadcast 


Special Editions, sections, pages are sold solid 


and soundly on an insured program. Free 
survey at your request! 


PORTSMOUTH, NEW HAMPSHIRE 


time are given to them”; “Broad- 
casters are friendly competitors. 
They confer openly with public 
groups and readily accede to ad- 
vantages which one may poOssess 
over another in providing better 
time or a greater audience for 
messages of common concern”; “A 
broadcaster respects the freedom 
and power of the printed or illus- 
trated word as well as the free- 
dom of the press. Mutual under- 
standing, use of each other’s 
facilities and cooperation for the 
most public good characterize the 
relations of broadcasters and pub- 
lishers.”’ 

“A broadcaster is part of the 
commercial life of his community. 
He is sensitive to the retail, whole- 
sale and manufacturing interests 
of the market in which he renders 
broadcast service, together with its 
farm and stock raising activities 
and the development of its natural 
resources.” 


Works at Home 


“A broadcaster is part of his 
community. Although his per- 
sonal participation may be limited 
to one or two clubs, he accepts 
the financial responsibility of plac- 


WE SAY IT AGAIN... 
AND AGAIN... 
AND A 


€ Downingtono 


oCoatesville 
Oo Modena 


oo Umonvite 


Nt —c — 


The strength of the Courier-Post in 


the Camden market lies in the fact 
that it is the only newspaper that gives 
full coverage of South Jersey news. As 


a_ result, 


advertising schedule designed to cover the Philadelphia 
market is complete without the Courier-Post. It offers SALES 


IMPACT to over 13% 


Philadelphia A.B.C. Trading Area. To completely sell the nation’s 
. the Camden Courier-Post is a MUST! 


CAMDEN COURIER-POST 


third largest market . . 


fe ease fe 


° Marshaltt, 


its circulation in the Camden 
Trading Area is more than that of ALL THE 
PHILADELPHIA DAILIES COMBINED! It reaches 
five out of six homes in prosperous Camden County. No 


. every eighth family . 
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McDEVITT COMPANY 


DETROIT CLEVELAND 


ing members of his organization 
in others, guided by their personal 
desires for affiliation and activity.” 

“A broadcaster supports the 
social agencies which work for en- 
lightenment and for prevention 
and alleviation of suffering and 
sorrow in every community. His 
showmanship enables these agen- 
cies to reach and impress local 
citizens.” 

“Radio is a guardian of good 
government, through its wide and 
rapid dissemination of facts and 
disclosures. A broadcaster knows 
the public figures of his commun- 
ity, state and nation and keeps 
abreast of public issues. He makes 
available the facilities of his radio 
station to public officials.” 


Stresses NAB Code 


On the NAB code, the book 
says: “The code of the National 
Association of Broadcasters is not 
a document of ideals, but a prac- 
tical working plan for the opera- 
tion of a radio station in its most 
important aspects. 

“The code encourages initiative 
in providing time to responsible 
organizations and individuals for 
the presentation of facts and opin- 
ions on matters in the public in- 
terest. The code insures for radio 
lasting dignity and independence 
as a medium of information, en- 
tertainment and advertising. 

“Formulated by the broadcasters 
as an act of self-counsel, and re- 
vised from time to time in the in- 
terest of social and economic prog- 
ress, the code contributes to but 
does not substitute for the judg- 
ment of a broadcast licensee, who 
alone is responsible for the opera- 
tion of his station in the public 
interest, convenience and neces- 
sity.” 

The book was prepared by the 
NAB public relations executive 
committees of 1943-44 and 1944- 
45 under the chairmanship of Ed- 
gar L. Bill, WMBD, Peoria, and 
John F. Patt, WGAR, Cleveland. 
A special subcommittee on topics 
and text included Dr. Frank Stan- 
ton, CBS; Irvin G._ Abeloff, 
WRVA, Richmond, Va.; Charles P. 
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vot anly a2 one of the groutest of our presidents, but ne of 
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FINAL EDITION—Nearly two paces of 
the four-page Kwajalein Daily News of 
Friday, April 13, were devoted to the 
death of Franklin D. Roosevelt. |n ad. 
dition to a radio news report and 4 
line drawing, the paper had improvised 


life sketches of Mr. 


Roosevelt and Mr. 


Truman prepared from 1944 campaign 
literature, and a front page editorial 
speaking ‘as men profoundly saddened 


at the loss of our chief." 


Hammond, NBC; Edward E. Hill 


WTAG, Worcester, 


Mass., and 


Vernon H. Pribble, WTAM, Cleve 


land. 


Godsey Heads Division 


Frank W. Godsey Jr., 


of the new products division o 


Westinghouse 


tion, 


pointed manager 
He succeeds G. H. Woodard, whd 


Electric Corpora 
Pittsburgh, has been ap 
of the division 


has been named head of the cor 
poration’s aviation gas turbine di 
vision at South Philadelphia. 


Joins J. M. Hickerson 
Jack Shuttleworth, formerly or 


the editorial staff of Outdoor Life 


has joined J. M. Hickerson, Inc. 


New 


York. 


member 


 F-F-G’s 


ADVERTISERS 


FIND IT PROFITABLE 


FUR-FISH-GAME for 


G's 75,000 year-around 


comes 
raising, 


with hunting, 
etc. To 


trapping, 


Read by Year-Round 
Sportsmen 


Most of these companies have used 


many years. 
They find a profitable market in F-F- 
sportsmen, 
many of whom supplement their in- 


fur 


them FUR-FISH- 


GAME is both a magazine of inter- 
esting stories and a trade paper in the 


outdoor field. 


This all-male audience is also inter- 


ested in 
appliances, 


tobacco, liquor, 
tires and 


1945. Also some 2, 
ers at $300 to $500, Write 


household 
kindred needs. 
We have space available for you in 
3 and 4 color cov- 


The A. R. Harding Publishing Co. 


175 E. Long St., 


Columbus 15, Ohio 


Evinrude Outboard 
Motors 


L. L. Bean Outdoor 
Equipment 


Wisconsin Conservation 
Dept. 


Smith & Wesson 
Firearms 


Ontario Travel Bureau 
Fred Arbogast Baits 
Purina Dog Chow 
Johnson Sea Horses 
South Bend Baits 
James Heddon's Baits 
Thompson Boats 
Marlin Guns 


Weaver Scopes & 
Chokes 


Bass Outdoor Footwear 
Hodgman Sportwear 
Crown Fencing 

Miller High Life Beer 


Illinois Merchandise 
Mart 


Red Head Hunting 
Clothes 


Black Hills of S. Dakota 
Wayne Dog Food 
Taylor Fur Co. 

Duxbak Sports Clothinc 
Pachner & Koller Hook 
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...i8 @ promising picture for those 


who sell ELECTRICAL APPLIANCES 


A promising picture? It surely is . . . just look at these 
impressive figures. 

Hawaii’s civilian population is half a million with nearly 
65 percent concentrated in Honolulu City and County. Work- 
ing families have an average annual gross income of $4.980.* 
More than two thirds of these families have as many as three 
wage earners. In 1944, retail purchases of the civilians in 
Hawaii plus that of the Armed Forces, whose number is 
obviously a military secret, amounted to $389,000.000. 


In this thriving American community the use of refrigera- 
tors, washing machines, vacuum-cleaners, and other electrical 
appliances is a long established habit. Naturally these users 


If you need help in “‘looking behind the Hawaiian Scene" 
and information about sales representatives and distrib- 
utors in Hawaii, write to Special Service Department, 
Star-Bulletin, Honolulu, T. H., or O'Mara & Ormsbee, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles. 


J 
YOUR SALES wm AY 


Windard Oahu from Nuuvanu Pali 


BEHIND THIS HAWAIIAN SCENE... 


are eagerly awaiting the day when appliances of new design 
and greater efficiency will be available. 


Such a market should persuade you to Pin-up Hawaii on 
your sales map. Be sure to keep Hawaii informed about your 
products. And to make your advertising penetrate deeply into 
this growing American market, use the Honolulu Star- 
Bulletin. In Honolulu where the concentrated population of 
Hawaii is, the Star-Bulletin has a carrier delivery to practi- 
cally every Honolulu home every evening. 


*U_S. Department of Labor Figures 
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McGraw-Hill Book 


Explains Color Selling 
McGraw-Hill Publishing Com- 


- pany, New York, has published 


“Selling with Color,’ outlining 
tested principles of color which 
produce widest public acceptance 
in their commercial application. 
Written by Faber Birren, leading 
authority on color, the subject is 
analyzed according to sales records 
and research studies with the focus 
on the mass market. Price of the 
book is $2.50. 


To Minneapolis 

Bozell & Jacobs, Inc., has opened 
a new Minneapolis office at 724 
Baker building, under the direc- 
tion of Tom Hastings. 


Sell it with 
PHOTOS 


1,000 iets. No order teo 
small. Postcards, 2c. We 
ph everything. 


MOSS 


eavy board, 
$2.45 each in lote of 10. 


Write for free lst A. 
MOSS PHOTO SERVICE 
155 W. 46th St., N. Y. GC. (8, BRyant 


9-a482 | Vice - president. 


Ad Affiliation 
Plans Pittsburgh 
Meeting in 1946 


Greensburg, Pa., May 24.—The 
International Affiliation of Sales 
and Advertising Clubs, composed 
of 16 advertis- 
ing and selling 
clubs in the 
United States 
and Canada, 
will accept the 
bid of the Pitts- 
burgh Adver- 
tising Club to 
hold its 1946 
conference in 
that city if eco- 
nomic condi- 
tions permit. 

Gordon Alt- 
man, advertising manager, Nu- 
Bone Company, Erie, Pa., was 
elected president of the affiliation 
at the director‘s meeting in Ni- 
agara Falls, Ont., May 12 (AA, 
May 14), and T. O. Robinson, Lon- 
don Life Assurance Company, 
London, Ont., was named first 
Other officers 


3 


Gordon Altman 


;named were: Carl Abbey, Hol- 
|land Paper Company, Jamestown, 
'N. Y., second vice-president; Har- 
old Dennison, Hamilton, Ont., 
third vice-president; Marjorie 
Sutherland, Toronto, Canadian 
secretary. 

Eric Zimmerman, Railway & 
Industrial Engineering Company, 
Greensburg, Pa., was reelected 
secretary-treasurer of the affilia- 
tion, and Walter Kiehn, J. J. Gib- 
bons Ltd., Toronto, was reelected 
Canadian treasurer. 

The affiliation not only decided 
to continue its cooperation in war 
effort work with the Advertising 
Federation of America, as reported 
in AA May 14, but also voted to 
set up a rehabilitation committee 
to work with other advertising 
groups for the purpose of provid- 
ing up to date and practical infor- 
mation to member clubs on the 
subject of placement of returned 
servicemen who are interested in 
advertising jobs. 


Niven Promoted 

G. M. Niven, formerly Montreal 
manager of Canadian Fairbanks- 
Morse Company, has been ap- 
pointed vice-president and general 


sales manager. 


No matter how many national 
publications you use, you can’t 


cover Small Town 


adequately without GRIT. 
magazine stands in these true Small 

Towns under 2,500 population. But 

you will find that every week 84.75% 


of GRIT’S more than 
500,000 circulation 
is personally 


delivered to Small J 


Town homes. : 
tem 


P+ 


GRIT concentrates its circulation 
in 15,066 towns under 2,500 
population which form GRIT 
AMERICA—the heart of 
Small Town America. 


GRIT PUBLISHING CO., WILLIAMSPORT, PA 


America 
You won’t find 


Fh in 


er. 


Advertising Age, May 28, 1:45 


Ree a ae 


Rete ee 


POS Cra 


Leonard Patrick Moore, Celanese Corporation’s director of now 


product development, 


married novelist Sarah-Elizabeth Rod; er 


Henry in New York May 5... On the same day Eloise Marga: et 
Slocum was married to Kenyon & Eckhardt’s art director, Jo‘in 
Peter Jasser, at the Tremont Presbyterian Church, New York. . 

Lt. Amon G. Carter Jr., prisoner of the Germans since Fed 
Pass, Tunisia, more than two years ago, was liberated from Lucken- 
walde prison by a special patrol and reunited on May 5 with | is 
father, Amon G. Carter, publisher of the Fort Worth Star-Te\c- 
gram, who made the tour with a group of American editors aid 
publishers to view German atrocities at first hand... 


Ted R. Gamble, national director of the Treasury’s war finance 
division, besides organizing the war bond drives, found time to 
report in the editorial page of the May 12 Saturday Evening Post 
on the nation’s 85,000,000 bondholders, and to be guest armchair 
detective on Ellery Queen’s “Adventure of the Man in the Pillbox,” 


CBS show, May 23... 


G. M. Basford’s export division manager, Henry R. Webel, is back 
in New York after a two-month plane trip throughout Latin Amer- 
ica, convinced that our southern neighbors need U. S. help now in 
extending industrialization to develop purchasing power before 
American postwar potentialities of these markets can be fully real- 


ized. . . Niles Trammell, 


NBC’s pres., received a certificate of award 


on May 7 from the New York chapter of the American Red Cross 
Blood Donor Service on behalf of the network’s part in supplying 


blood plasma... 


Edward Fielden, JWT’s Bombay mgr., is now in London and will 
visit Thompson’s New York office and other U. S. offices in June. . . 
Maj. Byron Mitchell, researcher in Young & Rubicam’s New York 
office before entering the AAF, recently returned from three years’ 
overseas service in the Caribbean area, and is now stationed as base 
intelligence officer at the Suffolk County Army air field, West- 
hampton Beach, N. Y., where he’s living with his wife and young 


son. 


William H. Mathee, gen’l mgr. of Horlick’s Malted Milk Corp., is 


back on the job after a fortnight’s post-operative recuperation in 


Kentucky. . . And Ray 
Whidden, pres. of Bauer 
& Black, will doubtless 
be out of the hospital 
and recuperating at his 
California home by the 
time this report reaches 
newsstands. . . Lyman 
Bryson, CBS director of 
education, married his 
administrative ass’t, 
Katherine McGrattan, 
on May 11... 

The press was uncer- 
tain who was host at 
that party in the Polo 
Room of Chicago’s Am- 
bassador East May 11, 
given to mark Victor 
Borge’s taking over the 
“Fibber McGee & Mol- 
ly” spot during the 
summer for Johnson’s 
Wax. Even money per 
chukker was divided 
between Jules Herbu- 
veaux, Paul McClure 
and Jack Ryan of NBC; 
Tommy Smyth and 
Shep Chartoc of MCA; 
W. R. Fowler of Need- 


FISH STORY—A. C. Ebbesen, advertising man- 
ager of William Jameson & Co. division of Sea- 
grams, right, is telling a whopper of a fish story 
to Joe Burnett, Jacksonville, Fla., outdoor adver- 
tising company head, who looks doubtful. The 
photograph was taken at Mr. Burnett's ranch house 
on the St. John's River, 40 miles below Jacksonville. 


ham, Louis & Brorby, and Ernie Byfield of the Ambassador, but, 
regardless, the press gave an eight-goal rating to honored guest 
Borge, for his spontaneous, hour-long gag-and-ivories routine. . . 
Russ Tolg, radio director for BBDO, Chicago, is talking about his 
new girl, Gertrude Aileen, born May 3. She’s got a brother, nearly 


five... 


_ Lt. Col. Russell Putman, Chicago publisher who is now locaied 
in Louisville with the personnel redistribution center of the Army 
Air Force, told members of the Chicago Industrial Advertisers As- 
sociation May 14 about his war experiences overseas, during wh ch 


he flew 100,000 miles, including four transatlantic trips. 


He urges 


that returning veterans be made to feel at home, and not trea‘ed 


as psychiatric cases. .. 


H. H. (Si) Simmons, advertising manager of Crane Co., Chic:0, 
has just completed 10 years’ service with the company. Previously 


he spent 10 years with 


Russell T. Gray, Inc., Chicago agency, nd 


10 years with Simmons-Boardman Publishing Corporation, but °x- 
pects to stay put at his present location. . 

Jim Aubrey, head of Aubrey, Moore & Wallace, Chicago, \ el- 
comed V-E Day with enthusiasm, as he has a son in Europe © h0 


was recently wounded in action. 


He is pulling still harder for ~J 


Day, as three others sons are in service in the Pacific area. . 


Over 20-year veterans, seven of them, flanked the speakers’ t 


when Gardner Advertising Co. helped E. A. W. Schulenburg n° 
his 40th anniversary with the organization, at a dinner in 
Lennox Hotel, St. Louis. The Gardner v.p. and media director, ( 
is said to have purchased or directed the buying of more 
$70,000,000 worth of time and space, was presented with a se! 
pin and a bound volume of letters from Gardner clients, associ 
publishers and media representatives. . . 

The Cincinnati adclub honored W. K. Downing, ad managé 
Globe-Wernicke Co., and Mrs. Downing May 19 at the annual p 


dent’s ball. 
of the affair. . 
wood, recently became 
girl in the family... 


Carroll Wolfinger, of the J. W. Ford Co., was chair 
. Harry Maynard, talent buyer for BBDO in H 


the proud father of Sally Joan—the 1 
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ANPA Retail Unit 

Adds Members, 

Three Committees \ 
new lew York, May 23.—George . 
ode er Steel, Philadelphia Bulletin, and 
Zaret Charles J. Davis, Providence Jour- 
Join nai and Evening Bulletin, have 


; been named vice-chairman and 
Foid secretary, respectively, of the re- 


ron. tai committee of the Bureau of 
h ie Advertising, American Newspaper 
. Publishers Association, it was an- 
Teic- nounced today by Don Bernard, 
; and Washington Post, chairman of the 
committee. bn 


Both Mr. Steel and Mr. Davis 

have been members of the retail 
sroup. Four new members ap- 
Post pointed are Earl H. Maloney, 
chair Journal-Transcript and Star, Pe- 
box,” oria, Ill.; Hollis Nordyke, Tribune, 
Ames, Ia.; William S. Waddell, 

back Times- News, Kingsport, Tenn., 
and Sidney Bartlett, Los Angeles 


aq _ Examiner. 

The three sub-committees are: 
efore |. Finance—Mr. Bernard, Mr. 
real- Steel, Mr. Davis and George Grin- 
ward ham, St. Louis Globe-Democrat. 
Cross 2. Mat service—Mr. Maloney, Mr. 


lying Nordyke and Thomas J. Turner, 
Spokane Spokesman - Review. 3. 

Chain store—Mr. Waddell, Mr. 

| will Bartlett, Mr. Davis, W. H. Moore, 


i i. Detroit News, and Robert A. Wolfe, 
York Dayton News. 

rears’ Mr. Bernard added that new 
; base offices for the retail committee and 
Vest- sub-groups will be opened in June 


at the Bureau of Advertising 
headquarters, 370 Lexington Ave. 


Heads KPRO Publicity 


James L. McDowell, formerly in 
the law department of the FCC 


| 2 « e p 
handling station transfers and at 
coors C8 MO flash tn the pan: 
FCC, will join Station KPRO, Riv- 


erside, Cal., as public relations di- 
rector, effective July 1. 


roung 


To ‘Chain Store Age’ 


Robert Morrison, formerly with It’s an honest-to-goodness potential. Americans need furnishings for their homes. They'll buy 
Sigg coma 3 Supply Company, 
Mt. mm 2 joi j illi 
Chale dieve’ se, Vee Vouk ns! them, too, as soon as the goods are available. To the tune of $9 Billion*. 
an advertising representative on 
the General Merchandise-Variety 


Store editions. In the last full year of production, Americans bought 64.4% of all their home furnishings 


in furniture and department stores. They did it before, they'll do it again. 


U. S. furniture and department stores are going to be mighty busy selling all that goods to 


American homes. And they’re going to need an awful lot of news and information to 


operate that business. 


man- 

f Sea- 

| story 

“~ Know where they’re going to get it? Right out of the pages of Retailing—the only home 
hou ood ° ° 

avila furnishings newspaper. There isn’t any other place to get it fast enough to be of any use. 
but, 

pure Manufacturers who want to sell their products in furniture and department stores in the 
©. .« 

ne: $9 Billion postwar home furnishings market should remember this: twice every week, 
aeaall Retailing blakets the nation’s furniture and department stores. 

Army 

oh ch * Projected figure from “Markets After the War”, issued by the U.S. Department of Commerce. 

urges 

eaied 

“a [t°s a Faet Retailing—and only Retailing—covers the stores 

LOLS) 

, ond that do more than three-quarters of the nation’s total furniture 

It ex- 


and department store home furnishing volume. 
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has just come from Detroit... and ig "8 + It 77 YP 
. _far in New York modeling Coming Be The ONLY. Aome urnishings NEWSpaper 

h 100 new sales promotion ideas every | & 
oT ‘ ve catch the newest models first. | 
, \TCHERS are NOT Stock Pictures. | TWICE WEEKLY © 8 EAST 13th STREET, NEW YORK 3, WY. 
I re available only on our unique | F 

Saving subscription plan that brings | 
” f latest in ideas and techniques at a | 
> usly low price. | 4 Bic: p e 
iors proofs and details on request. No| #f FAIRCHILD PUBLICATIONS: Retailing Home Furnishings « Women’s Wear Daily « Daily 
rj al ns. No salesmen. Write today. 


News Record » Men's Wear + Fairchild Trade Directories + Fairchild Internacional 
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40% Output Rise in 1947 


° 


from 1939 Seen by CED 


Employment May Gain 
30%, Preliminary 
Findings Show 


New York, May 
evidence that the immediate post- 
war period may launch a “golden 
age” for business, and for adver- 
tising, is contained in a prelimi- 
nary report of findings by_ the 
marketing committee of the Com- 
mittee for Economic Development, 
which indicates that in 1947—as- 
suming that the Japanese war will 
then be over—sales of manufac- 
tured products should be 41% and 
factory employment 29.1% more 
than in 1939, “the last reasonably 
normal prewar year.” 

The employment gain would be 
less than that of the volume of 
goods due to increased production 
per worker. Even so, the pre- 


24.—Further | 


\liminary report says, “the total 
‘number of employed civilians 
‘might be about 54,200,000.” This 
would be about as large as the 
| number of civilians now em- 
| ployed. 


Final Report in 2 Months 


| The study, under way for about 
10 months, covered the opinions 
of 1,406 manufacturers and 158 
trade associations. The Wall Street 
Journal jumped the gun in the 
news by publishing some of the 
preliminary findings this week, 
about two months before the final 
report is expected. 

Members of the marketing com- 
mittee, under T. G. MacGowan, 
Firestone Tire & Rubber Com- 
'pany, chairman, and Albert Har- 
ing, Indiana University, vice- 
chairman, are now analyzing a 
50-page confidential preliminary 
report and a 50-page summary of 
manufacturers’ views. The final 


| report will not be issued until the 
/committee membership has passed 
/on it. 

| Even so, it is expected that the 
trends already noted — virtually 
‘all of them optimistic—will re- 
main in the final report. 


| Value Up Sharply 


The value of the nation’s manu- 
factures in 1947 
total $80,159,000,000, as compared 
with $56,843,000,000 in 1939. 

The value of durable goods 
would increase 48.7%, from $22,- 
906,000,000 in 1939 to $34,071,000,- 
000. The value of non-durable 
goods would expand 35.7%, from 
$32,773,000,000 to $44,458,000,000. 
Makers of miscellaneous goods 
would increase their sales from 
$1,163,000,000 to $1,630,000,000. 

In “food and kindred products,” 
margarine makers plan the largest 
expansion. Even after butter 
again is available, they expect to 
sell $94,500,000, or 177% more than 
in 1939. “Special dairy products”’ 
manufacturers, on the other hand, 
see only a 7.6% increase in their 
lines. 

“Artificial leather and oilcloth” 
makers expect a postwar market 
of $78,800,000, a gain of 81.6%, 


= 


Key center for purchasing home appliances in more and 
more communities is the LUMBER AND BUILDING MA- 


TERIAL DEALER. 


Home Builders Co., Morris, Minn., is 


one of the numerous BSN readers to find that attractive 


— 


eevaepencdention | 


ees Ty —- ans STOP a. 
wn ACKNOWLEDGED AS LEADER IN THE DEALER FIELD 


BY MANUFACTURERS OF BUILDING 


MATERIAL 


"BUILDING SUPPLY NEWS 


Edited Exclusively fer Dealers, 


$9 £. Van Buten St 


Not Theis Custe 
Chicago 5, Tl. 


mers 


is expected to) 


|'while leather and leather product 
'makers foresee only a 22.3% gain. 
_ Liquor distillers would have a 
/volume of $126,300,000, or 125.1% 
‘more than 1939. Cigaret dollar 
volume would be up 81.7%; tire 
and inner tube volume, up 46.3%; 
radio, tube and phonograph vol- 
ume, up 81.2%, and electrical ap- 
pliance volume, up 67.7%. 


Boat Builders Optimistic 


Small boat builders and re- 
pairers are the most optimistic 
group in the private transporta- 
tion field—anticipating a postwar 
gain of 136.7% over 1939. Indus- 
trial car and truck volume would 
be ahead 104%; tractors, 71.9%, 
and other agricultural machines, 
78.8%. 

Piano makers’ volume in 1947 
would total $35,800,000, or 74.6% 
over 1939. 

Some of these trends coincide 
with data just released by WPB’s 
Office of Civilian Requirements, 
which shows, from a survey of 
4,500 families in 68 communities 
in 45 states and the District of 
Columbia, that the cumulative de- 
mand for major home appliances 
ranges from 25 to 100% more than 
demand reported in a similar OCR 
survey a year ago. In units, these 
percentages—covering mechanical 
refrigerators, se wing machines, 
vacuum cleaners, radios, electric 
irons and washing machines— 
ranged from 1,000,000 to 2,500,- 
000. 


Booklet Is Issued 


Supplementing survey work in 
the 2,200 communities in which 
local CED units are now operat- 
ing, the marketing committee is- 
sued a booklet manual of proce- 
| dure called, “A Business Appraisal 
of Postwar Markets,” intended ‘‘to 
help those industries and the many 
|individual companies which have 
jnot had the facilities, the man- 
| power, nor perhaps even the op- 
|portunity to study postwar mar- 
kets.” 

Executives were asked to make 
estimates not only for their own 
companies but for their industries. 
The estimates were intended to 
“represent the collective business 
judgment of informed executives 
derived from an orderly and pur- 
poseful study of the industry with 
which each of them is the most 
familiar.”” Adequate coverage was 
sought on all the classifications of 
industry listed in the 1939 U.S. 
Census of Manufactures. 


Comments Are Sought 


Included was “a list of vital 
questions affecting all industries” 
on which the committee requested 
comments. These covered such 
problems as _ reconversion, new 
products, adequacy of supplies, 
release of government-owned 
goods, disposal of government 
plants and machinery, cancellation 
of contracts, continuance of war 
controls, effect of foreign trade, 
effect of accumulated demand and 
effect of accumulated savings. 

Under the last two factors were 
questions on “how long will it 
take to reduce the accumulated 


ADVERTISING AGE beliey, 
that the great economi. 
problem of the postwar p, 
riod will be to sell the goo 
and services which our eno, 
mous industrial plant 
equipped to turn out ... the 
profitable advertising an! 
merchandising are the mas 
ter keys to postwar prospe; 
ity ... and that therefor» 
the years that lie ahead ma: 
be the “golden age of adver. 
tising.” In a series of arti. 
cles, of which this is the 
third, we present a previe. 
of some of the opportunitics 
and problems facing adver. 
tising and selling, and some 
of the steps which business 
will take to meet them. 


demand (or savings) down to a 
normal level?” 

The marketing committee js 
composed of about 50 men and 
women executives, and comprises 
sections on economics, techniques, 
estimates, review, market changes 
and postwar panel discussion. [t 
functions under the field devel- 
opment division, of which Marion 
B. Folsom of Eastman Kodal: 
Company is chairman. Paul G. 
Hoffman, Studebaker Corporation, 
is chairman of CED. 


Homer Buckley Forms 
New Chicago Agency 


Homer J. Buckley, who a year 
ago turned over Buckley, Dement 
& Co., to a group of employes, has 
formed a new advertising and 
merchandising service, Homer J. 
Buckley & Associates, with offices 
at 166 W. Jackson Blvd., Chicago 

The agency will place special 
emphasis on mail order accounts, 
planning campaigns and promo- 
tion literature for a selected list 
of clients. Associated with Mr. 
Buckley will be Scott Robertson 
and M. E. Nyhan, both associates 
of many years. 


Joins Needham, Louis 


Francis Van Hartesveldt, for- 
merly in the radio department of 
Young & Rubicam, has _ been 
named assistant to the manager of 
the Hollywood office of Needham, 
Louis & Brorby. He will assist in 
the production of the “Fibber Mc- 
Gee and Molly” and “Great Gild- 
ersleeve” shows. 


Virginia Using Spots 

The Virginia Conservation Com- 
mission, through Courtland D. Fer- 
guson, Inc., Richmond, has started 
a one-minute transcribed an- 
nouncement campaign on major 
stations in the East, Midwest and 
South promoting the beauties of 
the state of Virginia. 


Fa 


Mr. M. 
knows ONE 
answer 


—that the way to cover New York is by subway 
cards and posters. 9 out of 10 New York adults 
average 26 subway rides per month...spend 
23 minutes a trip. There’s constant visibility 
in the New York Subways. 


Formula for Selling New Yorkers 


Mass Coverage X Color Impact X High 
Frequency...the unique combination in 
Subway Advertising. 


New York Subways Advertising Co., Inc. 


630 Fifth Avenue, New York 20, N. Y. - 
410 N. Michigan Avenue, Chicago 11, Ill. 
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Half of Papers 
Use Pulpwood 
Promotion Data 


New York, May 22.—An analy- | 
sis just completed by the War Ac- | 
tivities Committee of the Pulpwood 
Consuming Industries, for the year | 
ended April 1, indicates that of | 
915 newspapers in 27 states which 


papers throughout Massachusetts, 
Connecticut and Rhode Island, 
terms the country editor “the man 
who has done more than anybody 
else to keep the home front in- 
formed ... on its toes ... and 
united.” 

“During the past few years we 
have heard a great deal about the 
‘forgotten man,’ ” said Sam Boyer, 
assistant to the president and di- 
rector of public relations for the 


received material supplied by the New Haven. “To our way of think- 


committee, 453 carried some of it 
each week. 

Material sent out to newspapers 
by the committee each month in- 
cludes advertisements for mill 
sponsorship and for local sponsor- 
ship, and paid War Activities 
Committee ads. In addition, a} 
monthly press sheet containing | 
editorial features is sent to partici- 
pating newspapers. Local papers 
also are encouraged to develop 
their own materials. 


Copy Slanted for Areas 


Advertisements are slanted spe- 
cifically for each of the committee’s | 
four areas—northeast, Appalachi- | 
an, lakes, and south. Northeastern 
and Appalachian ads, for example, 
urge cutting of spruce, fir and 
hemlock; lake ads mention spruce 
and balsam; and southern ads ad- 
vise “cut only top quality wood; 
don’t waste precious time.” 

The committee’s survey for the | 
past year, worked out on a monthly 
basis, indicates that newspapers | 


have run an average of 199 mill 
ads, 915 paid committee ads, 172) 
locally sponsored ads, and have) 
themselves created 253 ads. 

Each month, participating news- 
papers have used an average of| 
325 news stories, 164 original local | 
stories, 510 committee-suggested | 
editorials, 17 locally developed edi- 
torials, 91 press sheet features, 243 | 
pieces of committee-supplied art | 
(exclusive of pictures), 165 com- | 
mittee-supplied pictures, and 26) 
locally developed pictures. | 


New Haven Road 
Pays Tribute 
to Country Editor © 


New Haven, Conn., May 23.— 
The country editor gets an enthusi- | 
astic nod of approval for his | 
contribution to the war effort, in | 
a full-page advertisement appear- | 
ing this week over the signature | 
of the New Haven Railroad. 

The copy, prepared by Wendell | 
P. Colton Company, New York | 
and Boston, and scheduled to run | 
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ing, one of America’s most impor- 
tant and least appreciated citizens 


‘in 110 small town weekly news-|is the man who grinds out the 


weekly grist of local news and it’s 
about time he received recognition 
for his service to the community.” 


Pick ‘The Farmer’ 
for Pilot Study 
of Farm Papers 


Chicago, May 22.—The Farmer, | June. \ 
Psychological 
magazine published by Webb Pub- | York, 


250,000 - circulation semi-monthly 


| 


has been selected as the publica- 
tion on which the Advertising Re- 
search Foundation will base the 
pilot study for its proposed Con- 
tinuing Study of Farm Papers. 
The Agricultural Publishers As- 
sociation, which has put up $25,- 
000 to finance the pilot study, re- 
vealed here today that this study 
“to develop a satisfactory tech- 
nique for measuring what farmers 
read” will get under way early in 
It will be conducted by the 
Corporation, New 
specialist in farm family 


lishing Company, St. Paul, Minn.,| interview surveys. 


45 


Selection of the survey agency 
and of The Farmer was made by 
an administrative committee 
headed by Howard D. Williams, 
vice-president, Erwin, Wasey & 
Co., New York. 


PREMIUM COUPONS 
HANDLED 


John a McElwain & Co. 


A DIRECT MATL SERVICE 
Phones Webster 2336-7 


607 S. DEARBORN ST. CHICAGO 


No facet of human nature is more basic or more stable than 
people’s interest in local news. It stems from the same impulses 


| that make home and family and neighborhood the foundation 


units of our civilization. e Sometimes local news reaches the level of 


high drama. But more often its deep and abiding appeal comes 


instead from a multitude of little things...like the marriage of a neighbor's 
daughter, the death of a beloved local pastor, the planning of local 


public works, the homecoming of a local boy laden with honors proudly won on 


Okinawa. e Seldom are these things news at all outside the area in which they 


occur. But on people nearby they exert a powerful attraction. e Only in 


newspapers can people satisfy this ever-present hunger for the news 
of what goes on close to home. And in newspapers, too...as in no 


other medium... people find the advertising as well as the news all 


but indispensable to everyday living. Nowhere is advertising more constantly 


sought after, more warmly or consistently welcomed. e Newspapers’ 
; pay 


power for today and for tomorrow. 


unique mastery of The Local Touch is one of the biggest 
re , : 
reasons why newspaper advertising...whether you're selling 


an idea, a service or a product... packs such tremendous 


This advertisement, prepared by the Bureau of Advertising, A. N. P.A., is published by The Detroit Free Press in the interest of all newspapers 
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All P&G Contests 
Judged by Outsiders 


To the Editor: 
with great interest your May 
issue, particularly the article on 
Pages 46 and 47 headed, ‘“Con- 
tests Coming Back, Say Those 
Who Judge Them.” 

For the record, we should like 
to call your attention to an error 
in the paragraph headed, “P&G 
Judges Its Own,” which contin- 
ues: “Not for many years have 
sponsors of the larger contests, 
with the exception of Procter & 
Gamble, and one or two other ad- 
vertisers, insisted on judging their 
own contests. P&G, a persistent 
contest sponsor, still judges its 
own, . .” 

We should like to have you and 
Mr. Murray know that for many 
years we have not judged our own 
contests. In order to assure the 
public of the greatest possible ac- 


IO D Ic oh 


Die 8 wii 


curacy and fairness in judging, for 
a long time we have been employ- 
ing the organization of Elsie M. 


| organization. 
| This correction, it seems to us, 
is proper because of the possible 


implication that the words 


tests” might convey. 
‘ Wma. G. WERNER, 
Manager, Division of Public 
Relations, Procter & Gamble 
Company, Cincinnati. 


Baby Chick Sellers 
Know How to Sell 


To the Editor: It was only nat- 
ural in my first hurried “glance- 
thru” of the May 15 issue of AA 
to do more than glance when my 
eye caught the reproductions of 
baby chick ads in Elon Borton’s 
column, The Pay-Off. 


> i 
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This devartment is a reader’s forum. Letters are welcome. 


hav /Rushmore for this work, and it| 
Wa. Save as |is handled in all its details by her 


sisted on judging their own con-ja visit to 


the hatchery industry’s trade as- 
sociation, I, too, am constantly 
running into people (particularly 
in the city) who are amazed at 
the extent of the baby chick busi- 
ness. Our industry sold chicks 
totaling $223,000,000 in 1943. 
Most city people, whose farm- 


“in- |ing experience is summed up in 


“Uncle Frank’s farm 
| when I was a kid,” still think the 
hatching of chicks is a task for 
“Old Biddy.” She went out even 
before bobbed hair came in. 

But speaking of hatchery ad- 
vertising, I’m willing to put hat- 
cherymen as a class at the top of 
the list as merchandisers, not 
only in rural mail order adver- 
tising but also in their own local 
communities. 

Even readers of AA might be 
surprised to learn the national 
natchery convention and exposi- 
‘tion staged each July (but not 
|this year) by this organization is 


Being executive secretary of | the world’s largest agricultural 


PORCUS casts pearl 


Acc’t Ex: Say, what are you doing here? The food conference ‘is 


next door. 


off the list. 


Ac’t Ex: How's that? Iowa is a state, not a city. 


Porcus: That depends on your definition. What 


o you call a city? 


Acc’t Ex: A trading area whose wholesalers, re- 
tailers, and consumers can be reached through 


a local publication. 


y 


Covered 
by 


A STATE-WIDE 


Porcus: I heard that on the pitch you’re making for that new 
account you've left lowa—the most stable market in America— 


Acc’t Ex: That’s right; we hesitated to do it, but at this stage 
we’re recommending only the first 20 cities. 


Porcus: All the more reason to include Iowa. 


Porcus: Then you'll buy Iowa because The Des 
Moines Sunday Register gives you 70% coverage 
of all the urban retailers, wholesalers, and con- 
sumers in the state. And the volume that rep- 
resents places Iowa well within any list of the 
“First 20 Cities.” 


Metropolitan lowa- 
THE DES MOINES REGISTER ann [RIBUNE 


URBAN MARKET RANKING AMONG AMERICA’S 


FIRST 20 CITIES 


Nationally Represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit 


|convention of its kind and one of | 
| the 


| 
| 


| 
| 
| 
| 


nation’s largest peacetime 
trade conventions. Exhibit space 
totaled 90,000 square feet in 1941 
with over 5,600 persons in atten- 
dance. 
Don M. TURNBULL, 
Executive Secretary, Interna- 
tional Baby Chick Associa- 
tion, Kansas City, Mo. 
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Picture Does the Work 


To the Editor: You may be in- 
terested in reproducing the at- 
tached data among your specimens 
of something or other for some 


It 
the result of having written many, 


issue of ADVERTISING AGE. is 
many pieces of copy, none of 
which seemed to tell the story as 
quickly and thoroughly as this 


| picture without words. 


C. E. RICKERD, 
Zimmer - Keller, Inc., Detroit. 
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‘Blue for Best? 


To the Editor: Is it really pos- 
sible that the co-ops would de- 
| liberately pick red as the significa- 
tor for their first quality label? 
How come—does someone like red 
so much as to be willing to defy 
our century-old custom, in use at 
avery state and county fair in the 


and fancy breeding shows—every 
dog show, cat show, poultry show, 


counts is to be tops and win the 
Blue Ribbon! Is that the way for 
co-ops to “safeguard the consum- 
er’s pocketbook” by starting first 


for exhibitors and befuddle the 
poor consumer’s mind? 
how much it costs to reverse the 
known meaning of symbols! 

In the old days there was always 
somebody in every business who 
was in charge of the Office Con- 
science—an oldster who knew the 
background of established policy 
and could warn the young and 
enterprising when some new idea 
would not do. 

Color symbols for grade labeling 
are perfectly familiar in the food 
trade. The first to use it with 
produce shippers’ labels was Wood- 
ward & Tiernan Printing Company 
of St. Louis, originally for the 
Florida growers and later for other 
southern fruit and vegetable ship- 
pers. It was an ideal plan, as the 
shipper did not lose the value of 
his trade name even when he had 
to market some of his produce that 
was not up to his first quality 
standard. 

This comment refers of course 
to your Waukegan report on Page 
49 of the April 2 AA. 

CAROLINE W. CARTER, 
Cleveland. 


More Alaska News 


from Peter Wood 


To the Editor: In a couple of 
days we are going to release pub- 


licity or a news release to the 
effect that we have undertaken the 
terrific job of publishing an 
Alaska Business Directory, the 
first one published since R. L. 


Polk published theirs in 1923. 
You all gave me such a nice 
write-up in the March 5 issue— 
about my “salty” Alaska News- 
letter and its presentation of in- 
'teresting facts and figures that I 
just thought I would drop you a 
line, an informal letter, for a 
scoop if you want it. Your write- 
up about my Newsletter was good, 


country and all agricultural shows | 


etc.— where the only thing that| 


of all to fuzz up the standard code | 


And think | 
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and you printed my entire bh: 
ness history in the Dec. 18 is 
—a fact which I also appreci 
|very much, 

| Jt is my suggestion that - 
review the Dec. 18 write-up, « 
titled “Agency Man Lands Desk 
Alaska” and combine it with + 
'following info if you want 

| story. Incidentally, aside from 
weekly Newsletter I write ; 
magazines. I had the feature a,- 
ticle in Liberty Dec. 9 entitled 
|“Alaska Beckons—Or Does It”” 
You will find a lengthly and sta;'- 
ling article by me in Nation’s 
Business of this month, entitled 
“Jobs in Alaska—Will They Be 
There?” As the titles suggest, | 
am trying to be factual and truth- 
ful about a large wilderness into 
which many writers are injecting 
pishposh and fantasy. My Alaska 
Business Directory will serve that 
end quite well. 

Alaska Business Directory wil] 
include a write-up of Alaska to- 
day and tomorrow; lists of al 
territorial departments; all fed- 
eral offices; all labor _ unions, 
|chambers of commerce, service 
/and business clubs, radio stations 
/and newspapers, and maps. The 
| fifteen major cities and towns will 
leach be written up with complete 
|information, this followed by an 
|alphabetical listing of all busi- 
| nesses, separated into general] 
classifications. 

By the way, your crack about 
|my damned mimeograph machine 
|shamed me into having the News- 
|letter printed, and I enclose proof 
| with this letter. 

PETER Woop, 
Director, Alaska Information 
Service, Fairbanks. 

ee 


Suggests ‘Trainee’ as 
Term for Office Boy 


To the Editor: I would like to 
propose to the advertising fra- 
ternity—no, to the business fra- 
ternity—that we use a new term 
for office boy and call him a 
trainee. 

I am prompted to make this 
suggestion because of the em- 
barrassment we all feel in discus- 
sing such a_ beginner’s position 
| with a returning veteran who has 
| distinguished himself in the serv- 
| ice of our country, is often an of- 
|ficer, and is seeking his first busi- 
ness position. 

In order to save his feelings, it 
| would seem to me that we should 


| 


designate this young man a 
trainee instead of the old fash- 
ioned term of office boy. At the 


|same time I am mindful of the fact 
that someone else might be able 
to think of even a more dignified 
|term, but that is the best I can 
| offer at this writing. 
| After all, we have good prece- 
|dent for improved nomenclature 
|in the business world. The old 
| fashioned department store “floor 
walker” long ago has been digni- 
fied by the term of aisle manager, 
|so why not call an office boy a 
trainee or junior clerk? 

WALTER A. LOWEN, 
Walter A. Lowen, Placement 
Specialist, New York. 
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Stay Away from My Door 
| To the Editor: I wouldn't. 
| That’s my answer to the cur- 
|rent full-page ad being run » 

the Los Angeles Times. The « 
|... “How would you like to ! 
|a nice new steel mill in your | 
| yard?” 
| In Cleveland there are sev 
|steel mills ranging from foul 
‘eight miles from my home, 

our sweet abode becomes d 
| as ’ell. 

I can think of nothing 
 plonugad than waking up 
morning to find a “nice ni 
steel mill in my back yard! 

Incidentally, why does 
|sketch rub it in by showing th 
black juicy smoke rolling f 
the stacks? And was the b 
|eat perched on the sofa « 
| white? 


MArK M. Woo.LweERrTH, 

Sales Promotion Manag 

Viking Air Conditioning Co 

poration, Cleveland. 
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Leaves the Field Open 

To the Editor: As “The 
Who Came to Dinner” is rep 
to have remarked, “I think I 
going to vomit.” This expré 
|exactly how I feel as I gaze '" 
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NEW ROLE—A saint selling luggage 
gets a caustic comment. 


believingly at the attached mon- 
strosity. Wow! St. Bernadette is 
now selling billfolds. That leaves 
the field wide open! 

FRANK T. QUINN, 


Copywriter, The Cramer- 
Krasselt Company, Milwau- 
kee. 

ee 9 


One Hide to Go 


To the Editor: It occurred to 
us that you might be interested 
in seeing the special advertise- 
ment which is running in all of 
the shoe trade papers as Our con- 
tribution in promoting renewed 
war effort and war bond pur- 
chases. 

You will be interested to know 
that we had our. advertising 
agency, J. M. Reilly Company, 
Boston, release this advertisement 
for publication on Thursday, May 
3, in order to time the publication 
as close as possible to the actual 
V-E Day. 

NATHAN BREZNER, 
N. Brezner & Co., Boston. 

[Editor’s Note: This extra-color 
advertisement, picturing the 
“hides” of Hitler and Mussolini 
under the headline, “Here’re Two 
of ’em!”? quotes Uncle Sam this 
way: “Now, let’s get that third 
hide tanned quickly so we can get 
back to the important business of 
making constructive things that 
satisfy and please such as 
better leathers for American 
peacetime comfort, style and con- 
venience.”’ ] 

v v v 


Delta Air Lines 
Lures Postwar Travelers 


To the Editor: Thank the Cre- 
tive Man for Chapter XX (April 
16) in which he suggests in part: 
“One of the great opportunities 
we see for brilliant and imagina- 
live advertising today is for the 


F xhiomoay service is 
“J complete—Ad-Setting, 


'ograving and Printing. You 
(.n use one or all as required, 
‘oc all are here ready to serve 

1. Experience proves that 
‘ore is often a distinct advan- 


' e in having your typography 


1e where you can get engrav- 


's and press proofs in any 
© antity. Phone Whitehall 2300. 


ae 


1ithorn Corporation 
* ON. Rush St., Chicago 11, IMinois 


omplete Day and Night Service for 
ertisers and Advertising Agencies 


airlines—to tell not simply that 


,after the war they’ll fly from here 


to there in five or seven hours, but 
what one may find at the end of 
a smooth, short flight. 

“All the romance and the prom- 
ise of travel advertising, tradi- 
tionally a class market proposi- 
tion, now can be aimed at a new 
mass market. For all the places 
in America that once were too 
far removed for an ordinary vaca- 
tion trip soon will be weekend 
objectives. . .” 

Our enclosed ad, entitled 
“Southern Charm in a Skyscraper 
Setting,” appeared in Newsweek 
on April 16, the same day the 
Creative Man’s suggestion came 
out, and I believe, therefore, we 
are the first to adopt his idea. 

Please bear in mind that we 
must restrain ourselves somewhat 
because we are cooperating with 
the ODT by not inducing imme- 


diate social travel. 

Perhaps he would like to see 
the other enclosures of former 
Delta ads, appearing in 1944, in 
which we sought to convince some 
folks that the South has room for 
industrialists as well as tourists, 
and our January, 1945, ad con- 
cerning returning veterans. 

JAMES H. Coss JR., 

Director of Advertising and 

Publicity, Delta Air Corpora- 

tion, Atlanta, Ga. 
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V-E Day Folder Ready 


To the Editor: A year ago I got 
up copy for the enclosed folder, 
“Germany Falls,” for the Dural- 
lium Products Corporation, telling 
how the dental profession helped 
victory. 

Along in August of last year we 
proceeded with the art work and 
the cuts, and in September had 


this all printed, stamped, ad- 


dressed and ready to mail when | 


Germany was supposed to fall last 
October. 

They were held up until May 7, 
and with the AP release on the 
end of the European war they 
were mailed. 

This is considered as the reg- 


47 

lour clients, as follows: 
“It occurred to us that you 
would be interested in the at- 


| recent 


tached clipping from the most 
issue of ADVERTISING AGE, 
a national publication. It pertains 
to the $2,000,000 advertising cam- 
paign ‘to reawaken the public to 
the indispensable place of meat in 


ular May mailing for the Dural- | the diet.’ ” 


lium franchise laboratories and is 
imprinted and mailed to nearly 
50,000 dentists. We have pre- 
pared these monthly mailings for 
about eight years. 

PAUL J. MANDABACH, 


Managing Director, Root- 
Mandabach Advertising 
Agency, Chicago. 

7, WV. ? 


Meat in the Diet 


To the Editor: While cleaning 
out some old files today we came 
across a letter addressed to one of 


The communication was dated 
Sept. 10, 1940. 
L. F. McCartuy, 
L. F. McCarthy & Co., Cin- 
cinnati, O. 


WANTED 


Publicity Accounts 


Prefer national accounts. Top-flight staff. 
Excellent contacts all media. Chicago 
headquarters. 


Box 6139, ADVERTISING AGE 
100 East Ohio Street, Chicago II, Illinois 


IT TAKES a large room in Reynolds Laboratory to hold 


all the experimental rolls of Reynolds foil. This is one 


section of it. 


The rolls you see look very much alike 


but they're 


all different—different weights, different laminations. 


When the Army Signal Corps asks us for the answer to 


a packaging problem, eight of these rolls may come 


down from the wall. A Naval Ordnance problem may 


summon down another eight... 


after test 


or more, to make test 


or even a new lamination if necessary. 


There are twelve highly specialized departments in 


Reynolds completely equipped, modern packaging lab- 


( ratory é° 


. dedicated now to the single aim of develop- 


ing better packaging for shipment of the matériel of War. 
& P &ing P 


The needs of war have revolutionized packaging! 


Undreamed of improvements have been made in the 


rolling, laminating and sealing of foil materials. 


If you are interested in knowing how these new de- 


velopments can help deliver your products to the public 


in better condition and with greater sales appeal than 


ever before 


Reynolds technicians can help you. 


For 25 years the world's largest producer of foil! 


Address inquiries to Reynolds Metals Co., 


Reynolds 


Metals Building, Richmond 19, Virginia 


Leado the Usay tM Fol Packaging 


REYNOLDS METALS COMPANY 
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10 Companies Use 


Nelson Displays in 
500 Bank Windows 


Los Angeles, May 22.—Taking 
advantage of an exhibit program 
developed by Lockheed Aircraft 
Corporation almost three years 


. ago at the suggestion of Stanley 
. Nelson Associates, display de- 

\, signer, 10 companies are sending 
\, around the country three-dimen- 


sional window displays designed 
: to tell an institutional story in 
Y.* bank windows, tied in with mes- 
sages stressing the sale of war 

bonds. 

More than 500 banks have asked 
to be put on the itinerary for the 
displays, with each bank paying 
express charges up to $5 for the 
displays and showing them in their 
windows for about 10 days. Stan- 
ley Nelson Associates builds the 
displays, which are paid for by 
the sponsoring company and dis- 
tributed through Railway Express 
Agency. 

Companies participating, in ad- 
dition to Lockheed, are Douglas 
Aircraft Company, Consolidated 


Vultee Aircraft Corporation, Bayer 
Company, Grace Steamship Lines, 
Bristol Brass Corporation, Doug- 


las Guardian Warehouse Corpora- | 
‘New York City, Mr. 


tion, Fruehauf Trailer Company, 
and Look, 

Banks report the displays have 
stimulated sales of bonds in their 
localities. As banks are usually 
located on the “best corners of the 
best streets” in a town, total circu- 
lation is estimated at more than 
30,000,000 readers. Further ad- 
vantages to the sponsoring com- 
pany include publicity stories and 
pictures in local newspapers, ad- 
vance itineraries allowing for 
followup merchandising by the 
company as well as a chance to 
put its story before influential 
bankers throughout the country. 


N. Y. Bond Drive 
Ads Total $500,000 


New York May 23.—A mini- 
mum of 750,000 lines to cost more 
than $500,000 has been scheduled 
for daily newspapers for May and 
June in the 7th War Loan cam- 
paign, reports Arthur DeBebian, 
chairman of the advertising sec- 


tion of the War Finance Commit- 
tee for New York. This is the 
greatest advertising campaign yet 
attemped in any bond drive in 
DeBebian 
said. 

It is expected, he explained, that 
55% of the total linage will be 
used by department stores, retail 
stores and specialty shops, the bal- 
ance being taken by automotive, 
financial and general advertisers. 
Retail stores have pledged to de-| 
vote a minimum of 5% of all their 
linage exclusively to the bond 
drive. 

The advertising campaign is be- 
ing coordinated by Walter Rompel, 
national advertising manager of 
the New York Mirror, assisted by 
Howard Abrahams and William | 
Irving of the New York Times, | 
George Alluisi of the Herald | 
Tribune, and Quentin Smith, chief 
of the advertising section of the 
War Finance Committee for New 
York. 


Joins lohan Woodward 


George Sutton, formerly with 
Peacock Publishing Company, 
Chicago, has joined the Chicago 
office of John B. Woodward, Inc. 


- 


Adverti 


Gerl Sees Video 
Grab Newspaper, 
Radio Ad Budgets 


Chicago, May 22.—A decrease 
in newspaper local display adver- 
|tising and in national radio net- 
| work advertising, and an adverse | 
|effect on Class B and C movies, | 


WAR CORRESPONDENT FOR THE NEW YORK HERALD TRIBUNE 


he fy os } Se a ee. a : 
A ee  . 
of larakan Dev i. an 


_ te iy Siete 
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ts: fotially 


are among the effects expected of ica: 
television, according to Joseph | Be 
| Gerl, president, Sonora Radio & her 
| Television Corporation. is { 
| Speaking to the Chicago Soci- thi 
'ology Club last week, Mr. Gerl am 
|declared that television will be a) 9p. n 
| powerful factor in advertising and igh 
will dominate the advertising of | oducir 
manufacturers and retailers who | 
|depend on “sight of product” for | listeners 
| selling. “Since television as we | From 
‘know it will be a matter of local Content 
| stations,” he said, “it would seem | Jan. 4, 
like a natural medium for use by | for the 
local merchants to advertise the | _listing 
sale of ladies’ dresses, hats, furs, | Furniture Co. ¢ the « 
|shoes, wearing apparel and any- TE ain tvnee as Ame 
thing which has eye appeal. In Bonelli, 
this respect television may cut; PLAYS UP BRANDS —Trademarks of gqgan L. I 
seriously into the local display ad-| 25 furniture manufacturers are featured fuarek V 
vertising. mS in this Davis & Shaw Furniture Co. ad nd Dr. 
Whether television will be a| which appeared in the Denver Post, the prog 
matter of local stations, is moot. toine, J 
Commercial television chains are - pera § 
now in operation between New| Mr. Gerl said, “We may expect to schmidt 
York, Schenectady and Phila-| see a shift of national radio adver- Hpicago 
delphia, and A. T. & T. has just|tising to sponsorship of full-series ‘aith, C 
opened a radio relay chain for !ocal television advertising.” _ lly-kno 
television between New York and| Mr. Gerl envisions the extensive Hjjnd con 
Boston. Howard Luttgens, chief | use of movies for television, bot! ‘ 
engineer, NBC, Chicago, predicts | becaus se television will supersede 
nationwide video chains within| the Class B and C Westerns, seri- In an 
five years after the war. | als, etc., and because it will no rogram 
Predicting that the “attractive-| prove practicable to telecast live een Ca 
ness” of television will in time|morning soap operas to listeners , for 
|see it preferred to ordinary radio,! busy with household work. sere 
| tudied 
on Dve 
Mr. Gilr 
th th 
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“The wind parts the tangle of weeds to reveal 
a charred wooden cross. You drop to your knees 
and pick up a corroded bit of metal. It is the 
dog tag of one of MacArthur's lost men of Ba- 
taan.... This was the site the Japanese chose 
for the most notorious prison camp. ... You 
suddenly feel the reverence of Gettysburg. hes 
The barbed wire is sagging. There is a faint 
whiff of the latrines to which the malaria 
and dysentery-ridden prisoners dragged their 
wretched bodies. . . .” 

This is correspondent Frank Kelley report- 
ing his visit to O’Donnell Field on Luzon. One 
reader called it “one of the finest pieces of 
writing I've read in any paper.” But reporting 
great moments has become second nature to 
Kelley. He is young (35) . but he’s been 


around. 
_ > * 


When he graduated from Columbia and 
Columbia’s Journalism School, he won a Pulit- 
zer which took him to the London School of 
Economics and the Paris Sorbonne. At 22 he 
joined the New York Herald Tribune’s Euro- 
pean Edition—in Paris. Later he went to the 
paper's London Bureau and served there six 
years—through London’s blitz. 
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Kelley's accounts of the massed Nazi invasion 
barges poised to cross from France—of epic air 
battles seen from Dover's white cliffs . . . of 
bodies and bits of bodies pulled from the flam- 
ing wreckage in London’s shell-pocked East 
Side . . . of the welcome bark of British anti- 
aircraft—these will stand as the cool, clear 
chronicle of London’s trial-by-fire. 

* * * 


One of the few men to begin his American 
newspaper career abroad, Kelley moved from 
London to Washington to cover the White 
House and tough wartime legislative problems. 

Kelley went to Pearl Harbor ir. May ’44... 
within a month was covering the battle of 
Saipan . .. saw the retaking of Guam 2 months 
later . . . returned to Pearl Harbor HQ for a 
spell ... went out to Leyte with the 7th Army 
Division in October . . . spent most of the next 
two months at MacArthur's HQ. 


Early in December he boarded Admiral Kin- 
kaid’s flagship for the Lingayen Gulf landing, 
marched to Manila with the goth Division, and 
(as this is written) is at Philippines Allied HQ 
recording for now and for history our progress 
in the Pacific. His is another name to watch in 
almost any day’s 
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WDAY is the oldest broadcasting station in the Nerth- 
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west—twenty-three years!—but senility aint settin’ in 

yet! 

Proof? Well, the latest Conlan Rating gives WDAY J 
69.3% of the Fargo-Moorhead audience (8 a.m. io 1) f 
p-m., Monday through Saturday—4 p.m. to 10 p.m.. } 
Sundays) with all other stations combined totaling the 'y 
short end for 30.7%! } 


Want a hunk of our cake for yourself? 


WDAY, INC 


a 
N. B.C. 


FARGO, N. D. 


Affiliated with the Fargo Forum 
970 KILOCYCLES ... 5000 WATTS 
FREE & PETERS, INC., NATIONAL REPRESENTATIY "5 
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Advertising Age, May 28, 1945 49 
A . ,plause is allowed because it might} when tipped over, works weights 'To Reinhold-Gould firm, George W. Hall & Co., sales 
Pe Carnation Show ‘distort or hold up progress for a|within the box which force air!" h,¢q H. Pinkerton, formerly |TePresentative of food products. 
% | matter of seconds. The brief ap- through sets of low-tone reeds. | with Echenley Distillers Corpora- 'On June 1, the company will suc- 
=" |plause just before the sign-off is} The program is said to cost the |i... New York. and Federal Tele- ceed the Cook-McFarland Com- 
Ran ’ ' ithe only studio-audience expres-|sponsor, Carnation Company, Mil- | hor mt: By bates | = natin Catttarn! 
~ he - : d f evaporated | Phone & Radio Corporation, New- | pany in northern California. 
me (} . on en e sion allowed, and its tenure is}waukee, producer o porate \ark, in sales promotion positions 
carefully timed and cut. sisoee he ao a week. ga |has’ joined Reinhold - Gould, Inc.. 
eard on stations in the ; ’ a, 
New York paper sales company, 
i H Costs $5,008 a Week U.S. and recently, through Baker | as sales bE 2 org i S S Flexible Paste Cold Padding 
l) ence ears A i to studi di q| Advertising Agency, Toronto, the | 
' RUSE tO SESS SUCIECES On ; Se Compound for Tabbing and Bookbindin 
intriguing to listeners to the pro-|Sponsor added 28 stations of the ° 9 s 
. Chicago, May 22.—Merely gath- | gram is the mooing of Carnation’s|Dominion Network of the Cana- | Hall Forms Food Co. $2.00 per quart, $6.00 per gallon 
ering a company of some 60 people | “contented” cows, the show’s sig- | dian Broadcasting Corporation. — George W. Hall, formerly Pa- 
yn toge ner is = vd gan nature each Monday. Actually, Ph baron beter a aD soe agg Ho cific division sales manager of Ha-. S$ S RUBBER CEMENT CO. 
pegins for a favorite radio show |the mooing emanates from card- e agency for Carnation in t €|waiian Pineapple Company, San | - oh: ; 
like the “Carnation Contented”! board boxes set on a plank. This, | U. S. Francisco, has formed .his own SS, Seges Ave. Con. Sere Gnee ? 
program, heard Mondays on NBC | 
at 9 p.m., CWT. But selecting just 
the right people is the answer to 
producing a program that has re- 
mained a favorite with network , 
listeners for 13 years. 
From the day the “Carnation 
Contented” show bowed onto NBC, 
Jan. 4, 1932, it has been known 
for the special company it keeps 
iaW listing a succession of such stars 
Co. ‘the concert stage and podium 
; ys Amelita Galli-Curci, Richard 
Bonelli, Gladys Swarthout, Mor- 
a van L. Eastman, Dr. Frank Black, 
ured Marek Weber, Josef A. Pasternack 


Lal nd Dr. Roy Shield. Currently 
the program boasts Josephine An- 
toine, Metropolitan and Chicago 
pera soprano, Basso’ Reinhold 
‘t to Bikchmidt of the Philadelphia and 
ver- Bhicago Civic operas, and Percy 


>ries ‘aith, Canadian-born, internation- 
jly-known composer, arranger | 
islve nd conductor. 
— Gilman Is Director 
seri- In another key position on the | 
not rogram is Harry Gilman, who has 
live |gpeen Carnation’s production direc- 
mers r for the past four years. A| 
raduate of the Prague Royal Con- 
rvatory of Music, where he 
—— studied under such greats as An- 
on Dvorak and Ottocar Sevcik, 


Mr. Gilman was heard as violinist 
th the famed Wiener Tonku- 
nstler orchestra before coming to 
\merica. He has been a radio 
vroduction man since 1929. 
Besides, under the baton of 
Maestro Faith, before they as- 
semble each Monday night for the | 
program, they have spent five and 
» half hours of each Friday night | 
n rehearsal. 


Ten Mikes at Hand 


One of the most complicated of | 

tudio setups is prepared for the | 
program by NBC studio engineers, | 

? ho frequently place as many as | 
Sy microphones at the disposal of | 
o~ laestro Faith. The musical ar- | 
ngements written by Mr. ane | 

re the reason for the unusually | 
arge number of mikes, called for | 
ecause Faith arrangements stress | 
ickups from certain sections of 
e orchestra and chorus and the | 
lending of certain detailed effects. | 
ie orchestra numbers 36 musi- | 
ns, while 15 singers are mem- | 
ers of the chorus. | 
In addition to directing the show | 
om the control room with an ex- | 
ert musical ear, Harry Gilman | 
is the function of timing what is 
hown as one of the most precise | 
grams on the air. How much | 
erfection is aimed at might be 
ned by knowing that no ap- 
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of a Greater Industrial Center 


Los Angeles— before the war America’s fifth great- 


est manufacturing center, and since, second in the production of war goods! 


Ahead dawns an even greater peacetime industrial 
structure strengthened by almost half a million added population, more 
skilled workers, abundant raw materials including steel, multiplied plant 
facilities, and expanding markets at home and abroad —all on a founda- 
tion of more than half a century of proven capacity to absorb staggering 


gains in population and to provide payrolls. 


| Note, too, that this market’s 1944 retail sales are 
| estimated at $2,290,441,000 and it’s buying income at $5,443,037,000.* 


Keeping pace, the Herald-Express reaches thousands 


upon thousands more families in the vital city and retail zones than any 


other daily newspaper. This years-long reader preference makes it the a 


| Number One advertising buy among all Los Angeles dailies. 


*Source: Sales Management's Survey of Buying Power 


LARGEST DAILY CIRCULATION IN THE WEST. 
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Anti-Trust Head O.K.'s 


Association Promotion 


Activities Can Aid 
Small Business Men, 
Says Trade Group 


Washington, May 23.—Coopera- 
tive advertising and merchandising 
through trade and export associa- 
tions received the endorsement of 
influential spokesmen for govern- 
ment and industry this week as a 
valuable postwar aid for small 
business in both domestic and for- 
eign markets. 

In the first official description of 
the relationship of trade associa- 
tions to the anti-trust laws, Justice 
Department trust-buster Wendell 
Berge contended that cooperative 
advertising under trade association 
sponsorship might enable small 
businesses to meet the competition 
of nationally advertised brands. 


At the same time, F. L. Hopkin- 
son, chairman of the international 
trade relations division of the 
NAM, told the Senate small busi- 
ness committee that to be success- 
ful in foreign markets, ‘‘the small 
business man must of necessity 
work on some well organized and 
cooperative basis” so that he can 
obtain extensive surveys, advertis- 
ing, product revision and develop- 
ment. 

The NAM representative advo- 
cated a joint program by business 
and government “of intelligent 
planning and concerted action to 
overcome these obstacles which 
have virtually removed small busi- 
ness from the export field.” 

Stressing the need for high- 
grade salesmanship in the diplo- 
matic corps, the witness added, 
“We need one man in every lega- 
tion and consulate who left his 


striped trousers and frock coat at 
home—or better yet, who never 
owned such an outfit. We want 
men on our farthest world trade 
firing lines who are out morning, 
noon and night, every day and 
every night, hitting hard in the in- 
terest of American business and 
American jobs.” 


Association Ads Approved 


Urging trade associations to con- 
centrate on wider distribution of 
manufactured products and the de- 
velopment of efficiency in produc- 
tion and distribution, Mr. Berge 
said that particularly from the 
point of view of small business, 
there is a big job to be done. 


“The war has taught us that in- | 


dustry can decentralize and still 
manufacture cheaply and efficient- 
ly. It has made manufacturing 
techniques and ‘know-how’ avail- 
able to many who formerly had 
access to neither,” he said. 

“The chief problem faced by 
small producers is that of convinc- 
ing the public that their product 
is of as good quality as that manu- 
factured by a large nationally 
known concern which advertises 
nationally. Effective group adver- 
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Television 


Pius 


..- Millions of 


full, rich colors. 


you reach them. 


Good Prospects with 


MINUTE MOVIES 


If you're all excited about the possibilities of 
television as an advertising medium—you 
should consider these extra values offered right 
now by advertising motion picture shorts: 


Minute Movies are available now on reg- 
ular schedules in approximately 11,000 of the 
17,000 motion picture theatre shorts in the U.S. 


Minute Movies offer you not only sight, 
action, sound, but the fourth dimension of 


Minute Movies give you undistracted audi- 
ences who, in darkened theatres, focus their 
attention on a huge screen. 


Minute Movies enable you to pre-select 
your audiences to tie in with your distribution 
wherever you wish and know positively that 


Minute Movies are sold at a reasonable 
standard rate per thousand attendance, you 
pay only for what you receive. 


Minute Movies have been carefully tested 
and continuously used by some of this 
country's shrewdest national advertisers. 


We have been handling the full details of 
Minute Movie campaigns for many years. For 


case histories, rates, and full information on 


Minute Movies, telephone or write today. 


GENERAL SCREEN ADVERTISING. INC. | 


NATIONAL HEADQUARTERS FOR MINUTE MOVIES 
2300 Wrigley Building, Chicago 11 ° 


500 Fifth Avenue, New York City 18 
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HEY MISTER- TAKE C000 
CARE OF ME-1it THE LAST 
YOULL GET FOR SOME TIME! 
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‘oeive your car TH\S SUMMERS 
TAKE CARE OF YOUR TiRES NOW ' ii 


The Tie Comervanon Mawage trom ; 
IMLARD RUORRER CORPORATION 


MESSAGE ON TIRES—Inland Rubber Corp., Chicago, maker of tires and tire 


repair sections, is sponsoring these two tire conservation posters stressing the 


length of time still ahead till new tires will be available. 


Chicago, is 


L. W. Ramsey Co., 
the agency. 


tising by associations of small pro- 
ducers can overcome the prejudice 
now existing in the public mind 
that quality merchandise is made 
only by large nationally known 
firms whose brand names are 
known and recognized by every- 
one.” 


Sees Many Advantages 


A suit made by a small manu- 
facturer and sold for $25 may be 
of as good quality as one selling 
for $40, but the public doesn’t 
think so because it doesn’t bear 
a nationally known label, Mr. 
Berge explained. ‘“‘Group adver- 
tising offers small manufacturers 
a real opportunity to compete at 
least in the areas which can be 
supplied by their limited produc- 
tion facilities.” 

Outlining the anti-trust law dif- 
ficulties of trade associations, Mr. 
Berge commented that their safety 
seemed to hinge on their funda- 
mental attitude: 

“Are they willing to expand pro- 
duction and distribution at lower 
costs so that an ever increasing 


body of consumers can purchase ; 
greater volume of goods at lower 
prices; or are they seeking to re 
strict production, regiment distri 
bution, raise prices and corner the 
profits for that little group that j 
fortunate enough to belong to thd 
club? 


Cites Pitfalls 


“Trade associations, if properly 
utilized, can be an important fac 
tor in weeding cut unfair competi 
tive practices and in introducin; 
and promoting policies which mak 
industry more efficient and secur 
a wider and more economical dis 


tribution of goods for the benefit 
of consumers; trade associations, if 
intelligently directed by men of 
fox 
expanding trade and commercd 


vision, can be instruments 


rather than restricting it. 


“Vigorous enforcement of thd 


anti-trust laws can do a great dea 
to curb the activities of those mer 
who through associations or other 
wise are set upon a course destruc 
tive of real competition. 


successful functioning of the com 


But the 
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Advertising 


in Outdoor Magazines’ 


Field & Stream 
Hunting & Fishing 
Outdoor Life 
Outdoors 
OUTDOORSMAN 
Sports Afield 


*figures from 
Printer’s Ink 


CHICAGO: 814 N. Tower Court 
SUPerior 1585 


Such advertising gains are 
result of one standard of pub- 
lishing for BOTH subseri! er 
and newsstand buyers. All (ul- 
doorsman readers get the s:e 
number of pages, all the art: ‘es 
and stories, all the pictures. 


Write. wire or telephone fo! 
facts 
based on the year of 1944. 


‘S Gain" 
31,824 23,170 37.7 
10,500 8,780 = 19.5 
29,379 21,842 34.5 
10,220 8,098 26.2 
14,144 6,414 120.5 
24,065 18,656 28.9 
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BS Bitive system must ultimately 
* pend upon business men them- 
5 wes”? 

Poi iting out that the war has 
en the trade association move- 
ont a tremendous impetus, with 
wernment calling on them to 
resent industry, Mr. Berge 
armed of a tendency to carry war- 
me standardization and exchange 
information to peacetime pro- 
ction. 


Lists Five Objectives 


He saw five postwar objectives 
r trade associations: 
1, Development of efficiency 
production and_ distribution 
rough technical advisory serv- 
es and marketing and merchan- 
ising research. 
9 Development of new prod- 
ts and new uses for old products 
ough technical research, qual- 
, standardization, cooperative 
jvertising and field contacts. 


he 3. Elimination of product and 
Co rvice misrepresentation. 

: 4. Supplying to government 
gencies information and _assist- 
nce on matters concerning the in- 

lase alMystry and publicizing to the in- 


loweg—ystry legislation and administra- 
to reiive orders. 


distri@@J 5, Representation of industry in- 
er thdlfrests in dealing with government, 
that igMbor, trade and consumer groups. 
vo the Reasons for Difficulties 

Mr. Berge said trade associa- 

ps generally run into anti-trust 
Operlypuble for one of two reasons: 
it faciict, fostering mutual restraints of 
mpeti™™mpetition among members; sec- 
Jucingiid, suppressing the competition 
) mak non-members. 
secur@™ Mutual restraints of competition 
al dis%rlude agreements or understand- 
benefits to fix prices, restrict produc- 
Ons, ifffm and deliveries, and to allocate 
1en offfstomers and markets. They in- 
ts fomfhlve association sponsorship of 


\mercach devices as delivery terms, 
stomer classifications, quantity 
id trade discounts, credit terms, 
ice guarantees, maintainance of 
anufacturers’ suggested resale 


of the 
at dea 
se mer 


other4Mices, purchase of stocks and ma- 
ostrucHrials likely to depress the mar- 
jut that, use of cost estimating methods 


> com Ad statistics on cost experience to 
tablish a level of minimum 
ices, the reporting of prices— 
st, current and future—use of 
hde statistics covering produc- 
n, inventories, deliveries and 
Jers; and the use of product 
ndardization and simplification 
establish a basis for price com- 
rison or to prevent evasion 
ugh substitution of higher 
ality goods than those invoiced. 


Size, Scope Important 


lr. Berge warned that consid- 
din relation to other activities 
the association, many of these 


ercent 
Gain 


7.7 vities could result in infrac- 
n of the anti-trust law, for 
9.5 tonomie consequences can be de- | 


mined only in actual practice.” | 

A number of separate activi- | 

4.5 , standing alone, may be en-| 

rs ‘ly proper, whereas in combi-| 

tion they may constitute a} 

6.2 Hce by which illegal ends are | 
ueved,” he said. 

— Further, a set of activities, | 

‘U.S én conducted by an association 

sisting of half a dozen mem-| 

8.9 i, may have economic conse- | 

0 « ences quite different from those | 

th would result if the associa- | 

Nn consisted of 50 members. Not 

1ay the economic conse- 


arting in July: “MATERIALS 
METHODS” —new editorial 
ction—mirrors new prod- 
' uses, 


oral For You: Present your 


oducts in this panorama of 
| norrow! Advertise in 


NCI. POINTS 
IGKESSIVE ARCHITECTURE 


Se d for new book “10 FACTS” 
330 West 42nd ms & ¥. 


quences differ where the number 
of ostensible competitors differs, 
but the relative distribution of to- 
tal business among the members 
of the association will influence 
the effectivenes of any particular 
program as a device for stabilizing 
the industry. 

“Also the economic consequences 
of concerted activity in the conduct 
of trade practices may differ from 
industry to industry, depending 
upon the character of costs, the 
nature of the product, the char- 
acter of the demand, and a multi- 
plicity of other factors.” 


He cited these examples of anti- 


trust violations: Local associations | tween middle west pea canners | veterans, 


of contractors who “rotated” jobs 
by means of a bid “depository”’, 
eliminating price competition; a 
fertilizer industry basing point and 
zoning system that cleared through 
a trade association; arbitrary 
markups on food staples set by 
wholesale and retail grocers pro- 
hibiting sales below cost and pro- 
viding 2% markup for wholesal- 
ers, 6% for retailers; a uniform 
method of accounting and cost al- 
location for fruit and vegetable 
canners on the West Coast; private 


51 


acreage limitations arranged be-|ties toward veterans, unions and 
personnel policies for 
and growers on the basis of pro-| veterans, employing disabled vet- 
duction, sales, prices and general |erans, and excerpts from Selective 
marketing conditions. | Service legislation on the subject. 


Analyzes Vet Employment 


Research Institute of America| 
has issued analysis No. 38 on “Re- | 


hiring Your Company’s Veterans,” | ES + a < 
which is available free of charge | F4 MIMEOGRAPHING 
from the institute’s public rela-| accent | 
tions department, 292 Madison | Bg.) ames le) re 


Ave., New York. The analysis cov- | 7}. Ts Chicago 5,1llinois 
ers employers’ legal responsibili- | 
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A Plus Readership of 


OVER ONE MILLION 
IN DOCTORS’ OFFICES* 


If your product has a health angle, your 
very best prospects should be HEALTH- 
MINDED PEOPLE. You can contact them 


* Rates Based on 120,000 Net Paid Circulation 
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THE HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 


DEARBORN 


Influential 


STaAEST . 


LEADERS 


directly, economically, and effectively 
through HYGEIA. Readership data will 


be sent on request. 
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Hoyt Study Shows 
Most Vacationers 
Ready with Plans 


New York, May 22.—Nearly two 
out of three (63.1%) people living 
in the northeastern states plan to 
vacation outside the United States 
sometime during the first three 
postwar years, and about the same 
number (62.5%) have made up 
their minds to take trips to one 
or more states in the same period. 

So reports the Charles W. Hoyt 
Company, New York and Hart- 
ford agency, in a survey on vaca- 
tion habits and plans, undertaken 
in cooperation with the New 
England Council chiefly as a serv- 
ice to Hoyt accounts. 


37% to California 


The survey shows that chief 
beneficiaries of the expanded post- 
war tourist trade will be Latin 
American countries and California, 
Florida and Maine. Of those who 
gave information on their trips in 
the U. S. postwar, 37.6% say they 
will vacation in California; 18.4% 
in Florida; 7.6% in Maine; 7% in 


The BIG job's 


BOND BACKERS — Hart Schaffner & 

Marx dealers throughout the country 

are using these and others in a series 

of advertisements prepared by the 

clothing manufacturer in support of the 
7th War Loan drive. 


Washington, and lesser numbers 
in other states. 

The survey shows that of those 
questioned—mainly persons living 
east of Chicago and north of the 
Mason-Dixon Line—only 5.4 vis- 


and only 17.4% visited in any 
South Atlantic state that year. 


after the war. Seven out of eight 
vacationers will travel by airplane 
rather than by railroad if airline 
fares are no higher than rail fares 
and if they intend to travel 3,000 
miles or more. Four out of five 
will fly rather than go by rail, at 
the same long distances, even if 
air fares are higher than rail. 

The survey covers preferences 
for speed and luxury accommoda- 
tions of various types of trans- 
portation agencies, time of year in 
which vacations will be taken, 
newspapers and magazines in 
which people seek travel infor- 
mation and the like. A section is 
devoted solely to the New England 
resort area and concerns travelers’ 
reaction to recreational facilities, 
plans to buy homes in resort areas, 
etc. 


Heads KOW Sales 


D. M. Greene, member of the 


sales staff of KQW, San Francisco, 
CBS affiliate, has been appointed 
|sales manager. 


Fifty-five per cent plan to take) 
a vacation of four weeks or longer | 


ited any West Coast state in 1941| WNAX Brochure Tells 


of Farmers’ Day 

To tell the story pictorially of 
its “Midwest Farmer Day” promo- 
tion, Station WNAX, Yankton, 
S. D., is sending to its agency and 
client list, and to all banks, county 
extension agents and newspapers 
in North and South Dakota, Ne- 
braska, Iowa and Minnesota a 24- 
page picture brochure, “Typical 
Midwest Farmer Goes to Wash- 
ington.” 

In 1944, the station chose a 
Minnesota farmer as “typical,” 
and the farmer and his wife were 
given an all-expense escorted trip 
to Washington to attend the inaug- 
uration of President Roosevelt. 
“Midwest Farmer Day” this year 
will be held on Sept. 3, Labor Day, 
in Yankton. 


Colwell to Compton 


Nathaniel Porter Colwell, for- 
merly of Joseph Hershey Mc- 
Gillvra, Inc., station representa- 
tive, and previously managing edi- 
tor of Canadian Facts, has been 
named a production supervisor of 
the radio department of Compton 


Advertising, New York. 


@ Jordan Marsh Company, New England’s largest department store, is another Boston 


institution to place its faith in the potency of fine music, assured entree 


into myriad New England radio homes by the power and prestige of station WBZ. 


The Jordan Marsh Program.. institutional in slant.. is a half-hour 


of music presented on WBZ each Sunday afternoon, at 1:30. With a cast of 33, it features 


songs by Richard Preston, baritone, and the Jordan Marsh all-girl chorus of sixteen 


voices, the music of Rakov and his 15-piece orchestra.. and is rounded out with a 5-minute 


“Boston Story,” by Carl de Suze. 


Also at the same hour, 1:30 P.M., Jordan Marsh is on WBZ daily, Monday through Friday, 


with a quarter-hour program featuring de Suze and his Boston stories. 


Its title, “Going Your Way,” is used as the theme for store-wide, year-round promotion. 


WBZ is definitely “going your way” also, if you aim for intensive, economical 


coverage of the thriving New England market nestling in the WBZ primary. NBC Spot Sales 


will blaze the trail for you. 


ahisten - SPRINGFIELD 


KEX = KYW 


WESTINGHOUSE RADIO STATIONS Inc 


wowo - 


REPRESENTED NATIONALLY BY NBC SPOT SALES— EXCEPT KEX 
KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


* KDKA °* 


WBZ «© WBZA 
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‘Suggestone’ Avs 
Push Food Sale: 
in Store Networ: 


West Coast Firm 
Places Equipment 
in 50 Stores 


San Francisco, May 22.— ith 
“network” of 50 San Francisd 
food markets, Suggestone Adve 
tising System, a new form of poj 
of purchase’ merchandising, is t¢ 
ing the advertiser’s sales sto 
directly to customers while th 
shop in the stores. 

By means of this new adverti 
ing medium, sales messages a) 
music are brought to stores oy 
telephone lines from a cent; 
studio and delivered to custome 
through a series of loud speake 
placed throughout the markets, 


Reaches 100,000 Daily 


In its initial operation in s 
Francisco, the Suggestone Adyy 
tising System estimates that 
equipment, recently placed in { 
50 food markets, is reaching sto 
traffic approximating 100,000 dail 
The equipment is placed in { 
store at no cost to the owner. 

Advertisers pay for time oy 
the Suggestone System much jf 
| same as for radio commercia 
According to the current Sugg: 
tone rate card, one to five dai 
live announcements or transcri 
tions may be made monthly for 
product over either a network 
25 stores or a full network of 
food centers. Transcriptions a 
supplied by the advertiser and a 
limited to 15 seconds. Live co 
mercials are limited to 20 secon 
or 50 words maximum. No singil 
commercials or jingles are ; 
cepted. 


Started Year Ago 


This new addition to advertisif 
|media was conceived here slight 
less than a year ago, when a grol 
of businessmen had dinner t 
gether. The group included 3 


,attorney, an owner of a wil 
/music business, a radio netwo 
representative, and a sales repr 
| sentative for a national food man 
facturer. 

During the course of the evenil 
_the conversation turned to po 
| war possibilities in the field of fo 
advertising. One of the gro 
predicted that if it were possi 
ito get a spoken sales message 
' the customer in the large fo 
|stores while he was shopping, 
| would revolutionize point of pt 
chase merchandising. The thoug 
was to “suggest” certain bran 
of food to shoppers along wi 
music of a pleasing nature. T 
idea was born and the name Su 
gestone was adopted. 


Store Test Is Success 


Equipment was built and t 
were conducted in one large 
| Francisco market. A _ teleph 
line was placed from a cent 
| studio to the market and four ! 
| speakers were distributed t!:roug 
|out the store so that the volu 
'could be kept at a very lov !e' 
|and still be audible from a: y P0! 
|in the store. 
| Tests were made over evel 
;months’ time. A survey v's © 
ama among customers a: 1 St 
| 
| 
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) yes to get their reaction to 

ea of continuous music in the 
c Without exception, all agreed 
at t made the task of shopping 
qd selling much more pleasant. 


"Equipment Is Perfected 


Following this test, Suggestone 
panded and placed additional 
n 50 markets in San Fran- 
meanwhile perfecting its 
udio equipment so that perfect 
ality of tone could be obtained 
beaming programs over equal- 
ed cnannel telephone lines. 
The 50 markets now operating 
ith a continuous musical pro- 
am from 10 a.m. to 6 p.m. pro- 
aim Suggestone one of the great- 
t aids to food selling. The 
ysical program is interspersed 
ith commercials of leading food 
nufacturers. Messages reach 
»e housewife while she is actually 
hopp ing for food items. Many 
ytstanding sales increases have) 
as been noted. 
Units of the Suggestone Adver- 
ising System are to be set up in| 
ther important centers throughout | 
alifornia and the Pacific Coast | 
; rapidly as possible. 


Lee Edwards Is Manager | 


Management of Suggestone Ad- | 
rtising System is in experienced | 
nds. Lee C. Edwards, sales man- 
er, is well known to the food 
erchants and advertising clien- 
le, having spent 17 years in food 
les and merchandising. He was | 
les supervisor in San Francisco 
r the Kellogg Company for many 
pars, and prior to that was sales | 
presentative for the California | 
Hawaiian Sugar Refinery. More | 
ently he was sales manager for 
siry Belle Farms in San Fran- 
sco. 

‘Postwar problems of leading | 
od manufacturers,” Mr. Edwards 
elared, “include the reestab- 
ching of brand identity in the 
ajor markets where they have 
iffered due to shortages and pri- 
hte label competition. I firmly 
sieve that Suggestone will be 
e means of helping to accom- 
lish this through its point of pur- 
rase food merchandising system.” 


sco, 


uMont Plans Video 
tation in Washington 


Allen B. DuMont Laboratories, 
., which operates WABD, tele- | 
sion station in New York, is con- 
cting field tests in Washington, 
C., prior to establishing a per- 
nent television station in that 
y upon receiving federal per- 
ssion, 
Call letters of the experimental 
tion are W3XWT, with the 
nsmitter operating on channel | 
1, 50-56 megacycles. Space 
s been leased by DuMont atop 
¢ Hotel Harrington. 


cckwell Named Ad Mar. 


Reynolds G. Rockwell, formerly 
th E. I. du Pont de Nemours & 

Vilmington, Del., and Pan 
nerican Airways System, New 
tk, has been named advertising 
Nager of the fertilizer division 
An erican Cyanamid Company, 

’ York, succeeding the late A. 
Tic ane, 


New Corporation 
Formed; Ads to 
Tell Peace Role 


East Alton, Ill., May 22.—To 
show the scope and activities of 
the newly formed Olin Industries, 
Inc., parent company of Win- 
chester Repeating Arms Company, 
Western Cartridge Company, 
Western Brass Mills and 10 other 
divisions, subsidiaries and _ affili- 
ates, 


| vertising 


campaign will be) 


launched this month. 


Copy on Peace Plans 


half century of research and ex- 
perience, now harnessed to full- 
time war production, will be con- 
verted to make a better postwar 
world, according to John M. Olin, 
president. A series of 1,000-line 
insertions in color and black and 
white will appear in national pub- 
lications; in black and white in 
financial journals, business, trade 


a national institutional ad-|and outdoor publications and in 


|Newspaper group. The trade ads 
| will cover hardware, drug, brass 
The campaign will tell how a/and sports publications. 
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full color in the rotogravure sec- | (3 

‘tions of the Metropolitan Sunday | Gilbert to Freund 
S. L. Gilbert Company, New 

York, maker and importer of men’s 

| hosiery, has named Morton Freund 

| Advertising Agency, New York. 

D’Arcy Handles Olin 


Following initial insertions this) CORN — HOGS — OATS — CHICKENS 


month, subsequent copy will con- | 
® ST. JOSE or 


tinue through December in such | 
publications as Business Week, | P 
Fortune, Liberty, Life, Newsweek, | L 
U. S. News and others. E 
D’Arcy Advertising Seana. | 
St. Louis, i i 
the account. 


vmu>rpzon 


SHEEP — HAY — WHEAT 


800% CIRCULATION GROWTH IN 8 YEARS 
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Sound circulation is built by a steady and progressive increase in readership over a period of 


years. A constant and regular climb in sales indicates that a large percentage of new readers has 


become regular readers and that, consequently, the turnover in circulation is relatively small. 


This record has been achieved by SECRETS with a circulation growth of 800% within eight 


years — a regular increase of about 100,000 each year, year in and year out. 


‘The March issue of SECRETS was bought by more than 900,000 young women — 83.9%, be- 


tween 18 and 35. In addition each copy is read by four other women*. SECRETS circulation — and 


advertising lineage—continues to rise because SECRETS 


gives its readers a magazine particularly 


designed for them — and its advertisers a medium especially tailored to deliver a specific market 


of peak buyers. 


67 West 44th Street 
New York 18, N. Y. 


*This data based on survey of SECRETS readers. 


Scttild 


“The Magazine of Dramatized Self-Improvement” 
100 North La Salle Street 


Chicago 2, Ill. 


THE 18-35 
MARKET 


403 West 8th Street 
Los Angeles 14, Calif. 
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Clayberger Returns 

Lt. Comdr. Lester M. Clayber- 
ger, formerly an executive officer 
of a construction battalion with 
the Seabees, has returned to his 
former position as advertising 


manager of the paints and build-| 
ing materials division of the Par- | 


affine Companies, San Francisco. 


Matt Meyer Reelected 


| 


| 
| 


| 
| 


| 
| 
| 


Matt Meyer, advertising direc- | 


tor of the Washington Daily News, 
has been reelected president of 
the Washington Advertising Club. 
Also reelected were: W. Frank 
Gatewood, Washington Times- 
Herald, 1st vice-president; Donald 
M. Bernard, advertising director, 
Washington Post, 2nd vice-presi- 
dent, and Ernest Johnston, Lewis 


Advertising Agency, treasurer. 


Soter Names Agency 

F. & E. Soter Tobacco Corpora- 
tion, New York, has appointed 
Sheldon, Quick & McElroy, New 
York, as its agency. Advertising 
of Lady Hamilton cigarets, manu- 
factured by this company, will 
begin in New York newspapers 
immediately. 


} 


OLD CUSTOM—Seen at the Fete du Printemps luncheon, celebrating the 
Parisian custom of exchanging lilies-of-the-valley for good luck, at the Monte 


Carlo, New York, were, left to right: 


Fleur Fenton, director, Dorland Inter- 


national-Pettingell & Fenton; Harold Hutchins, Fawcett Publications; Mme. 
Marcel Michelin, wife of the vice-president of Pinaud, Inc., and Walter Maas, 
director of Dorland International. 


Names Townsend Agency 

Green Mountain Inn, Stowe, Vt., 
has appointed Townsend Advertis- 
ing Service, Burlington, Vt., to 
handle its account. Metropolitan 
papers will be used and an all-year 
folder is in production. 


Simon to World Co. 


Herbert S. Simon, for the past 
two years head of the Cleveland 
office of Newell-Emmett Company, 
has joined the World Publishing 
Company, Cleveland, as advertis- 
ing and sales promotion manager. 


POTENT POSTWAR WEAPON PUT 
INTO AD MANAGERS’ HANDS 


MILL & FACTORY’S UNIQUE 
CENSUS OF CIRCULATION 
HELPS THEM PLOT COVERAGE 
WITH PINPOINT PRECISION 


Because Ad and Sales Managers must maneu- 
ver products into commanding positions in the 
battle for postwar markets, they must plot cov- 
erage with greater precision than ever before. 
MILL & FACTORY has developed a “weapon” 
that predetermines exactly what they're buy- 
ing. It is MILL & FACTORY’s new Census of 
Circulation ... another of its typical publishing 


firsts! 


This Census of Circulation will dissect every 
important U. S. trading area; will show the 
three basic things which must be known about 
each area to plot coverage precisely, viz.: 


1) total number of worthwhile 


plants 


2) their authoritative financial 


ratings 


3) names and positions of men in 
these plants who get and read 
MILL & FACTORY regularly. 


PRODUCT OF UNIQUE CIRCULATION 


METHOD 


Compiled by 132 leading Industrial Distrib- 
utors who put the privileged information they 
receive from more than 1200 salesmen at the 
disposal of MILL & FACTORY — and MILL & 


ALLEGHENY COUNTY TRADING AREA 


TYPICAL of the 132 trading areas analyzed by MILL & 


FACTORY is Allegheny County — with Pittsburgh, Pa., as 
its heart. A heavy-industry, heavy-buying area, Allegheny 
County has 233 plants rated from AAA to C. M&F’s percent 


RATINGS 
AAA 
BA | 


116 
41 
26 
33 
17 


Others ? 


FACTORY alone —this Census of Circulation 


is unique in industrial publishing. Ask your 
MILL & FACTORY representative to let you 


unusual and 


this 


et ” 
wea pon . 


examine 


Write or call CONOVER-MAST CORPORATION, 205 
East 42nd St., New York 17; 333 No. Michigan Ave., 
Chicago 1; Leader Building, Cleveland 14; Duncan A. 
Scott & Co., West Coast Representatives, Mills Building, 
San Francisco 4; and Pershing Sq. Bidg., Los Angeles 13. 


potent 


postwar 


(branches, 
warehouses 
omitted) 


of coverage of these plants — 100! 


PLANT RATING & COVERAGE TABLE 


ALLEGHENY COUNTY TRADING AREA 
NO. OF PLANTS 


PLANTS 
COVERED BY 
MILL & FACTORY 

No. Percent 


116 100°% 
41 100°% 
26 100°% 
33 100% 
17 100% 
76 


NO. OF 
COPIES 


230 
49 
35 
35 
17 
96 


MILL & FACTORY’s Circulation 


.. covers all worthwhile plants in trading area 
oe roaches the men who can say YES and make it stick. 


Navy Makes 


Pacific War News 
Setup Ready; Extends 
Services for Men 


[Editor’s Note: Stanley E. Cohen, 
Washington editor of ADVERTISING 
AGE, returned May 12 from a 30- 
day flying tour of the Pacific under 
Navy auspices which took him as 
far as Guam, Iwo Jima, and the 
western Carolines. His impres- 
sions of the 21,000-mile trip, with 
particular reference to merchan- 
dising angles, are presented in a 
series of three articles of which 
this is the second.] 


BY STANLEY E. COHEN 


Advanced Fleet Headquarters, 
Guam, May 5 (Delayed).— This 
is a war of great distances that 
challenge the imagination of sup- 
ply officers. It is also a war of 
long waiting, 
and compli- 
cated move- 
ments which 
call for some- 
thing new in 
public rela- 
tions. 

The public 
relations prob-_ |! 
lem of this war | 
is not simply ‘} 
the problem of 
getting out 
news for the 
home front. It is also a prob- 
lem of maintaining the morale of 
millions of men who have been 
away from home for a long time, 
isolated aboard ship or on tiny 
atolls. 

Thanks to the personal atten- 
tion given by Secretary James V. 
Forrestal, the Navy is facing up 
to these problems, and is making 
real progress in solving them. 


Much Sitting and Waiting 


Probably never before in the 
history of the Navy has the public 
relations officer enjoyed such ac- 
ceptance as he does out here in 
the forward areas. Not in the his- 
tory of recent wars has the news- 
paper man had the opportunity to 
go and do what reporters are now 
permitted to do with the Navy. 

I am making this report on pub- 
lic relations because it should be 
of interest to professional public 
relations and advertising men. But 
it seems to me that there is more 
to this story than a recital of what 
the Navy is doing to meet the in- 
formation needs of the public and 
men in service. I think there are 
implications of what might happen 
if, in a war of sitting and waiting, 
an alert public relations job were 
not done, 

At this point nobody can esti- 
mate the percentage of man hours 
in this war which are sitting and 
waiting hours. One thing is cer- 
tain, busy as they are, the men on 
the isolated atolls and the fleet 
units find themselves with long 
hours in which to do nothing but 
sit and think. 


Correspondents See All 


If the challenging problems of 
the Pacific war are not well 
understood at home, it is not be- 
cause newsmen in the forward 
areas have been kept in the dark 
about them. Thanks to the per- 
sistent interest of Mr. Forrestal, 
Navy public relations officers are 
able to provide war correspond- 


Me 
Stanley E. Cohen 


Public Relations Job = 
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nov ie, I 
ents with about everything :hq™moy ‘"° 
need to know. lul 
Public relations officer ,¢ } 
open doors in the Pacific. On oj! 
tour, under their supervisic i 
were received with utmost cor vil 
ality at even the most forway = 
areas. At Iwo Jima, for instan 
arriving during the busiest per , a 
of construction, we toured in jecgmsistance 
driven by the officers in comma Untor 
of the work. I rode in a jeqmrite fe 
driven by an old time naval ca tted t 
tain, who is in command of tit seems 
naval operating base. cing: - 
e 
Top Men Are Guides ea: 
Wherever we went, whether 
was the highly industrialized A), S 
meda naval base in Californj | 
the Pearl Harbor Navy Yard, @ FO | 
the little atolls of Ulithi or Kwq@munmau 
jalein, we were received by mé stroyed 
who knew the answers—and | gg! of © 
not recall that a single questiq™s!oYeTs 
went unanswered. that Sw 
cena 


During our tour of B-29 bas 
on Saipan, we were guided | 
senior officers, and had a lo 
lunch with Brig. Gen. Emme 
(Rosie) O’Donnell, who led tf 
first B-29 radio on Tokyo. Sin 
larly, at the naval air station , 
Guam, top men took us throug 
the operation, answering que 
tions as we walked and remaif 
ing until there were no more 
ask. 

There could be no mistaking tl 
cordiality everywhere. We had 
memorable dinner and evenil 
with the staff of the island cor 
mand on Guam. Similarly Cor 
modore W. R. Carter and the bu 
staff of the floating service static 
—Service Force Squadron 10 
took time for a long, instructiy 
luncheon. 


Lunch on Iwo 


Probably the most interesti 
of our meals was served on I 
Jima on D-Day plus 68. St 
primitive and harboring an uw 
known number of Japs, Iwo Jin 
offers little opportunity for ente 
tainment. But the commandil 
general and his staff proved to | 
gracious hosts. The tempora 
table in his office consisted 
planks set on _ sawhorses. Bf 
sheets served as tablecloths, pap 
towels as napkins. Mess-kits we 
set aside for the day, and the 
rations were served on plat 
borrowed from the Navy. 

Whether it was lunch on a floa 
ing drydock anchored in a new 
developed advanced harbor, or 
unscheduled overnight stop on 
famous aircraft carrier, we we 
received cordially and given t 
run of the post. 


Complete Arrangements Made 


Here at advanced headquarte 
Navy people and corresponden 
alike sing the praises of Cal 
H. B. Miller, who built the publ 
relations organization for the aq 
vanced areas before being callé 
to Washington to head all publ 
relations for the Navy. 

With nearly 200 corresponde 
working out of here, the Navy 
provided what are probably ™ 
most complete arrangemenis €\ 
offered the press and radic 
Pacific. With a well-staffec hea 
quarters established in a tw 
prefabricated building, it a °0 
four Quonset huts, offering 2” 4 
conditioned projection rod 
broadcast studio, photo | 
four radio transmitters vot 
exclusively to news. 


On this remarkably com! ‘tab 


For Best Results Advertise in— Al 
“CONCENTRATED” Con 
NEGRO MARKETS ‘ 
r) r 
| ped CHICAGO for your test of America’s inf fs 
great Negro market. Chicago, with its more than 
400,000 Negro population is covered by the CHI- . 
CAGO DEFENDER — largest concentrated A.B.C. 
Negro circulation in the world. 
Write for information: gt) ral 
| GEORGE T. HOPEWELL, Exclusive Representatives 5 4! 
NEW YORK OFFICE: 10! Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive m 
12 
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_ correspondents certainly 

enefit from that simulated social 
of lieutenant commander 

vhich they enjoy. They live in 

‘he well equipped bachelor officers’ 

yarters, eat at officers’ mess, have 


we F 


novie, buy at ship’s store and en- 
oy he advantages of the officers’ 
lub 

Meanwhile CINCPAC has a staff 
“i: competent officers, like Comdr. 
~\ Ol;.rry Bingham, publisher of the 
2 rouisville Courier - Journal, to see 
that correspondents get story 
leads, transportation to battle 
verigreas, and whatever technical as- 

“;_Bgjstance they may need. 
Unfortunately reporters can 
write far less than they are per- 
mitted to know. All too frequently, 
‘of ‘Mt seems to me, alert handling of 
nformation of importance to the 
nome front is sacrificed for secur- 


S ity reasons of uncertain legiti- 
‘ther memacy- 
od Alf Some News Withheld 
ny For instance, a recent com- 
~ Kwggmunique reported that we had de- 
- nl sroyed 100 Jap ships at a cost of 
vd | @ of our own, including five de- 
uestiqug toy ers. Perhaps the enthusiasm 
“Si nat swept over the home front 
9 bas 
ded | 
a lo 
Emmg¢ 
led ti 
Sin 
tion ¢ 


throug 
que 
remail 
more 


xing tl 
e had 
evenly 
1d cor 
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ee QUIPMENT, MATERIALS, 
me AND SUPPLIES 
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© \ POWERFUL 
4 GUARANTEED 
"CIRCULATION 
-oBITH HIGH PASS-ON 
«4 READERSHIP 
“cl THAT JUSTIFIES 
<l YOUR FULL 
~~ ADVERTISING 
CONSIDERATION 


Wri. today for more detailed 
info- mation and sample copies. 


FIC WORLD 


(Wweenmey) 


Lm 
Ll) CHICAGO 7, ILLINOIS 
418 SO. MARKET ST. 


. 
NEW YORK I7, N. Y. 
122 EAST 42nd STREET 


at such a rosy-glow announce- 
ment might have been considerably | volve the public relations people 
less if there had been any realiza-|or the press censors, who are fine | area. 
tion that probably additional ships|and helpful men. They reflect on ; ; 2 
were damaged during the same|top people in Washington who|scattered gartisons, the distribu- | found in ships’ libraries, but for 
[The crippling of the | maintain, at this period when the|tion of printed publications has| the most part men must depend 


| . 
iperiod. most mu 
carrier Franklin, since|Jap has been swept from the sea, | been a difficult and unsolved prob- | 0M individual subscriptions. Ex- 


eserved benches at the outdoor | aircraft 
revealed, is apparently a case in|the same concept of security that 
point. } 

A more complete report might 


V-E Day enthusiasm, and graph-|of naval power. 
ically illustrated the urgency of 
certain Navy production programs. 

Similarly, from the public rela- 
tions point of view, it might be|organization to handle the story|there are six daily newspapers for 
well for the war effort if the|of the Pacific war, the Navy is|a garrison numbering tens of 
security concept could be modified| currently putting more thought|thousands. The largest of the lot, 
so that we could adequately pub-|into the handling of its own men.|the “Cincpac Advance,” is dis- 
licize the miracles that have been| Shortly before we left Washing-|tributed to 3,500 but boasts that 
worked in the islands taken from|ton, a special mission visited the|it has “more than 15,000 readers.” 

Those miracles, many be-| Pacific to study the recreation|There is talk that Mr. Hoyt will 

lieve, should be written in detail] problem, while traveling right|recommend a weekly paper for at 
and broadcast to Tokyo, with the | ahead of us is Palmer Hoyt, pub-| the Pacific, and that Guam or the 
challenge, “Can you match that?” |lisher of Portland Oregonian, who|entire Marianas may eventually 


Japan. 


These comments in no way in- | is studying the facilities for bring- | have a printed daily. 


they exercised before the battle 


News Supply Uncertain 
Having built a public relations| receiving set. On Guam today, 
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ing information to men in this) Uncertain as the newspapers are, 
imagazine distribution is even 
Because the Navy has so many | more faulty. Some magazines are 


lem. For immediate news, the|cept for news magazines printed 
men have had to depend on mim-|in Hawaii, the second class mail 
of Midway, when the loss of a|eographed papers of varying qual- |is two to four months late. 
have considerably dampened the| single ship might shift the balance |ity, and the Armed Forces Radio| The magazine problem 
Service, available to men on ship-| Parently soon to be solved, for 
board, or to those on shore sta-|Supply officers are putting final 
tions fortunate enough to have a|touches to a plan to stock ship 


is ap- 


SIGNS OF LONG LIFE™ 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Lima, Ohio, U.S. A. 


The World's Largest Manufacturers of 
All Types of Signs 


“Poplars planted by my window” .... is not the romantic 
plaint of some Juliet, but the present pride and future plan of many a Midwest 
farm wife, whose kitchen window is her watchtower on both farm and world... 
The tall delicate trees that sentinel the straight roads of Normandy, are mirrored 
in the placid Lowland canals . . . now shade farm driveways, screen farm home 
from farm factory, assist the native scene...and also symbolize new standards of farm 
living, new markets in the farm homes of SF subscribers! ...In the fifteen SF states, 
the farmers with the nation’s best land, the largest yields and highest incomes 


. have had five years of prosperity, and now have spectacular credit and 


savings accounts which promise new parity for the house with the barn, and 


priority for family living over livestock and other farm needs. SuccessrFuL FARMING’s 


SUCCESSFUL FARMING, read and liked by more SF subscribers’ wives than any women’s magazine, 
today ranks as a woman’s medium important enough to get first consideration from any supplier 
to the American home! . . . Find out the facts about farm home market potential—any office .. . 


SUCCESSFUL FARMING, Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles 
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stores with a good selection of | situation.] 

magazines from home. These will Some idea of the shipping prob- 
be full-size editions, complete with|lem involved may be had from 
advertising. \the fact that 6,940 magazines, 

If it works out, the Navy will| weighing 3,200 pounds and oc- 
buy from its stock funds large|cupying 62 cubic feet are needed 
orders of weekly, bi-monthly and|for only 5,000 men. The package 
monthly magazines, which will be|for 5,000 men, containing 53 titles, 
packaged on the West Coast and|includes six weeklies, two semi- 
shipped to fleet supply points by|monthlies and 45 monthlies, and 
cargo ship, where they will be/costs $620. 
picked up by fighting ships and | 4 
distributed to the men through | Seek ‘Something to Do ; 
the ship store. The magazines| More than 100 radio stations 
will be late but, except for news|/operated by the Armed Forces 
magazines, that is not an im-| Radio Service bring frequent 
portant problem. /newscasts and high grade enter- 

|tainment to the men, but the 
Huge Shipping Problem value of this project is reduced by 

The preliminary plan calls for) the scarcity of receiving sets. On 
about 589,900 magazines a month,| Ulithi, for example, nearby ship- 
to serve 450,000 men. About half|ping enjoys the programs, but it 
of the magazines would be news|is estimated that there are no 
magazines, many of the others|more than 15 receiving sets for 
comic and adventure stories. |the garrison. 

[A more recent, official descrip-| Sitting and waiting being an im- 
tion of the large scale plan of bulk | portant fact in this war, men find 
mail shipments of full-size maga-|iime neavy on their hands. Lack- 
zines to ships and shore stations,|ing the one thing they want to 
appeared on Page 1 of the May 21|know—when do we go home?— 
ADVERTISING AGE. The accompany-|they throw themselves into their 
ing story was based on an early; work seven days a week, and 
draft of the Navy plan, which was|thrash around looking for some- 
modified in view of the paper|thing to occupy their spare time. 


Meet KWK’s Rush Hughes — 
Heard Twice Daily on Kansas City’s WHB 


Out here in Missouri, where people 
have to be “shown”, folks know a 

ood thing when they see and hear 
it! That's why Rush Hughes, with 
his “Song and Dance Parade”, has 
a 4.9 Hooperating, mornings in St. 
Louis ... and has already earned a 
4.7 in Kansas City with the same 
type of show, afternoons. And he’s 
getting more popular every week! 
They /ike him in Missouri ... and 
out in Kansas, too! 


WHB exploited his programs with 
extensive plug” announcements,and 
a two-month showing of 24-sheet 
posters throughout Greater Kansas 
City. In six months on the air over 
WHB Rush Hughes has become a 
“top name” throughout the Kansas 
City area, producing spectacular re- 
sults for sponsors such as General 
Baking (Bond Bread). Let us tell 
you more about it, and about avail- 
abilities on these two WHB shows. 


You'll dike doing 
business with 
WHB, — “the- 
station-with-agen- 
cy-point-of-view”, 
where advertisers 


“the FIRST FIVE” 
Nightly 6:15 pm 


are clients who must 
get their money’s 
worth in results. 

If you want to sell 
the Kansas City 
market, WHB is 
yoursappymedium 


For WHB Availabilities, ‘Phone DON DAVIS 
at any of these “SPOT SALES” offices: 


KANSAS CITY .. . Searritt Building ..... HArrison 1161 
NEW YORK CITY . . . 400 Madison Avenue . . . Eldorado 5-5040 
eee 360 North Michigan ...... FRAnklin 8520 
HOLLYWOOD .. Hollywood Bivd. at Cosmo . . HOllywood 8318 


SAN FRANCISCO 5 Third Street EXbrook 3558 
KEY STATION for the KANSAS STATE NETWORK 


Kansas City * Wichita + Salina + Great Bend «+ Emporia 
Missouri Kansas Kansas Kansas Kansas 


| You have heard that they will 
| sit in the rain to sees a movie or 
|a USO show. It is a fact. I have 
|seen it—and done it. And many 
|of the shows are pretty bad, too, 
|because there simply are not 
|}enough good pictures for 365 shows 
ia year. 


Sex Shows Not Appreciated 


Still servicemen are a critical 
audience as their reaction to USO 
shows demonstrates. The radio 
they get offers the best talent and 
shows from home, with no second 
grade filler or commercials. When 
good movies are available, they 
see them. Frequently USO shows 
have failed because in comparison 
with radio or films, they are 
poorly staged, or perhaps the 
talent is not up to par. 

To improve entertainment, the 
Navy is getting up shows com- 
posed of talent from the services, 
and it is recruiting its own USO 
shows, without showgirls. (Show- 
girls get the men excited, then 
run off to the officers’ clubs, it is 
argued.) Plans are afoot for a 
“showboat” in each anchorage to 
bring the Navy shows right along- 
side anchored craft. 


Educational Efforts Broadened 


For men who want to improve 
themselves in their spare time, the 
Navy is rapidly adopting the edu- 


cational program used in _ the 
Army. At various posts and 
aboard ship, experienced officers 


and enlisted men are teaching a 
wide variety of courses, mostly on 
a high school level, which enable 
ambitious men away from home 
to earn credits toward a high 
school degree. Special education 
officers are sent out from Hawaii 
to supervise the work. 

Courses are based on Armed 


1,500 classes are currently meet- 
ing, with an enrollment of 30,000. 
At Majuro, we visited classes in 
economics and physics. Elsewhere 
such subjects as shorthand, litera- 
ture and reading are given. The 
Saipan naval operating base is or- 
ganizing a course around the 


Armed For.ces Institute text, 
“Fundamentals of Advertising.” 


Try Opinion Polls 


The Navy also is building its in- 
formation program. Weekly bul- 
letins are sent out to promote dis- 
cussions and radio programs on 
such ‘subjects as “Postwar Jobs,” 
“What Is Fascism?” “The GI Bill,” 
and “The Outlook for Peace.” 

An education program is only 
as good as the man operating it. 
At Kwajalein, Lt. James L. Hol- 
ton, formerly of Beaumont, Heller 
& Sperling, Reading, Pa., is ex- 
perimenting with home made 
opinion polls to determine what 
the garrison on that little atoll 
wants to know. He has tried 
“briefing sheets” outlining the sig- 
nificance of new operations, and 
he maintains active bulletin 
boards with the latest war pic- 
tures. He has a group of men 
working with him, leading group 
discussions. 

Education officers receive spe- 
cial printings of books On current 
events and copies of news maga- 
zines for post libraries. They have 
been experimenting with a weekly 
lecture before the motion picture. 
Soon they may have movie 
“shorts” on current topics. 


Girls Are the Problem 


Next to a trip home, what the 
men want most is women. I 
talked with a Marine gunner while 
flying as an observer on a raid 
over Jap-held Yap. This Marine, 
on his second tour overseas, com- 
mented (whether he meant it or 
not) that he hadn’t seen a wom- 


Forces Institute text books. About | 


an in nine months. 
| Well, the Navy 
| women for the boys. It can’t even 
ido much for them in Hawaii, 
|where every female over 16 ex- 
pects to be showered with cor- 
sages and taken to an _ officers’ 
club. On Guam, the few nurses 
and Red Cross girls can be dated 
only on written request and with 
permission of the commanding of- 
ficer. At least two couples must 
be present, and the men must be 
armed against Jap stragglers. 


Advertising Age, May Zo, 

The Navy has wrestled wi 
recreation problem so that 
coming ashore after a tour 
can at least have some 
While in Hawaii I toured th 
reation camps set up by C 
S. R. Hickey. Next to a goo 
they are about all a sailor 
ask for. 

Richardson Center, within eas 
reach of the Harbor, has . 
swimming pool and ath] 
grounds. Its beer hall, it is 
dished out 10,000 cases of 3.2 
to the Marines before the 
drive. Nimitz Beach has fin 
cilities for a group party, o 
the traditional Hawaiian 
complete with Hula girl. 

There are rest camps for 
officers and enlisted men, 
they can be free of regiment 
and for those who prefer to bra, 
Honolulu, there is the Breakers 
at Waikiki, a night club operatin, 
in daytime (to beat the 10 p. m! 
curfew) which modestly adver- 
tises that it has “the hottest dance 
band in the whole of Honolulu.” 


‘Joe Blow’ Gets Attention 


In advanced areas facilities are 
less complete, but on several 


both 
here 
tlon 


can’t provide | 


islands athletic fields and beer 
jhalls have been built. Thre is no 
|place where the Navy is unable 
'to deliver the ration of three | 
| six cans of beer a week which men 
'on the beach are allowed to drink. 
| For the morale of the men, and 
'perhaps a little advertising to the 
|home front, the Navy public rela- 
{tions people are embarking on an 
‘ambitious “Joe Blow” informa- 
ition program—to put out reports 
‘and radio recordings about en- 
|listed men who never make news 

Geared to produce 15,000 stories 
a week, the “Joe Blows” come 
from 100 enlisted men assigned 
|to various fleet units. They clear 
ithrough a special office 
| Cayo. 
|reacdy appearing. 
follow as soon as 
found. 

The fina! 
wiil discuss what we can expect 


a format 


in the Pacific and what business 


men can do to help. 


’ in Chi- 
“Joe Biow” stories are al- 
Recordings will 


article of this series 
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The Newspaper of the Industry 


os 


se When the production of motor vehicles for civilian use was 
prohibited (February 1942) Automotive News adopted the 
policy of Digest Editions alternating every-other-week with 


the regular complete editions. With limited production again 
in sight, Automotive News resumes full service to its readers 
and jts advertisers. 


SERVICE SECTION— 


PUBLISHER 


The second issue of each month. 


TRUCK & BUS SECTION— 


The fourth issue of each month. 


SLOCUM PUBLISHING COMPANY + PENOBSCOT 


BLDG. * DETROIT, MICHI‘ 
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Preservers Plan 
$250,000 Budget 
tor New Ad Unit 


Chicago, May 24.—Members of 
the National Preservers Associa- 
tion, Which represents 140 or so 
f the approximately 200 pickling 
and preserving companies in the 
country, have begun building up 
an advertising and public rela- 
tions fund for the industry, with 
an annual promotion budget of 
$250,000 tentatively projected. 

The “minimum sum” needed to 
pegin the promotional activity will 
be reached within the next 60 
days, With contributions already 
subscribed both by association 
members and other companies 
amounting to around 60% of the 
amount needed, according to Rich- 
ard Glazer, president, Glazer- 
Crandell Company, who heads the 
association’s advertising commit- 


Advertising Manager 


Plans call for setting up a new 

promotion and advertising organi- 
zation here. The organization will 
be headed by an advertising man- 
ager and. will be either a sub- 
sidiary of the association or will 
act closely with it. Members ex- 
pect to be able to announce their 
selection of a head for the new 
unit early next month, The as- 
sociation will continue to main- 
tain its headquarters in Washing- 
ton. 
Selection of a public relations 
frm and an advertising agency 
will not be made until the new 
organization is established in Chi- 
ago. 

The production of jams, jellies 
and other products by the pre- 
serving industry has increased 
greatly in recent years. Produc- 
tion last year is reported at 920,- 
000,000 pounds, compared with 
about 375,000,000 a decade ago. 


M otley Predicts 
No Spending Orgy 


Los Angeles, May 22.—Contrary 
to popular belief, there is not go- 
ing to be an orgy of postwar 
spending by consumers, A. H. 
Motley, publisher, American 
Magazine, asserted at a_ recent 
reakfast meeting of the Los An- 
seics Sales Managers Association. 
[here were 1,250 present. 

He said flatly that unless post- 
war plans are primarily con- 
erned with meeting an extremely 
ompetitive field, they are not 
vorth anything. There will be a 
‘iortage of salesmen after the 
var, Mr. Motley predicted, and 
uged that companies employ 
fnough salesmen to cover ade- 
uately all the sales territories of 
tach company. 

G. H. Harger, sales promotion 
nanager, General Petroleum Cor- 
foration, told those present that 
millions of postwar jobs and a 
higher standard of living depend 
n their efforts. 


lonas to Hunter-Wilson 
Milton Jonas, formerly district 
nanager of Browne Vintners Com- 
pany, San Francisco, has been ap- 
Dointed San Francisco district 
Manager of Hunter-Wilson Dis- 
‘ling Company, New York. 
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Larger Freshie Drive 


Sunway Fruit Products, Chicago, 
maker of Freshie dehydrated fruit 
juice flavoring, introduced to con- 
sumers last summer and adver- 
tised in New York and Chicago, 
will be advertised this summer in 
newspapers in New York, Phila- 
delphia, Chicago, several small 
Illinois cities, in one or two towns 
in the Carolinas and in some West 
Coast towns. Testimonials by 
celebrities keynote the copy. Sor- 
enson & Co., Chicago, is the 
agency. 


Oakdale Hose to Weeks 


Oakdale Hosiery Company, New 
York, has appointed Charles A. 
Weeks Company, New York, to 
direct a campaign in newspapers, 
national magazines and _ direct 
mail. 


37 Agencies Franchised 

The Canadian Daily Newspapers 
Association has published a list of 
37 Canadian agencies to which it 
has granted a franchise for the 
year May 1, 1945, to April 30, 
1946. 


To Michel-Cather 


National Jet Company, Cumber- 
land, Md., manufacturer of preci- 
sion drills, has appointed Michel- 
Cather, Inc., to handle advertising 
and sales promotion. 


United Paperboard Elects 


United Paperboard Company, 
Chicago, has elected Fred Enders, 
a director, president, following the 
resignation of Leeds Mitchell; John 
Drew as vice-president and gen- 
eral manager, and Mitchell Todd 
as vice-president and secretary. 
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H. W. Kephart has been elected 
vice-president in charge of sales; 
P. M. Loddengaard, vice-president 
in charge of production, and John 
F. Cordes, treasurer, assumes the 
additional post of secretary. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Wea’ 
Forecasts Astrological Readings, Plant- 
ing Tables, Fishing Calendars. 


HART WRIGHT CO. 


Penn Yan, N. Y. 


THE OUTSIDE* IS MIGHTY 
INTERESTING 


on the Pacific Coast, too! 


*Half the retail sales on the Pacific Coast are made OUTSIDE the counties in which Los Angeles, 
San Francisco, San Diego, Oakland, Portland, Seattle and Spokane are located 


, the“‘outside’ is mighty attractive 


on the Pacific Coast, but it’s hard to get-—unless you use 


Don Lee. Only Don Lee can give you complete coverage 


of the two equally-prosperous Pacific Coast markets— 


“outside as well as ‘inside.” 


How come? Most markets on the Pacific Coast are 


surrounded by mountains 5,000 to 15,000 feet high—and 


the long-range broadcasting of other networks doesn’t 


reach them. Don Lee, however, has 39 strategically located 


stations and broadcasts from within each of these moutain- 


surrounded markets. 


If you want to know how the“ outside” market listens, 


The Nations Greatest Regional Network 


DON LEE 


ask to see a copy of the special C. E. Hooper coincidental 


telephone survey of 276,019 calls (the largest of its kind 


ever made on the Pacific Coast). It shows that 60 to 100% 


of listeners in the “outside” market were tuned to Don 


Lee stations! 


As for Don Lee’s coverage of the’ 


‘inside’ market, reg- 


ular Hooper reports reveal all of the shows that switched 


from any of the other 3 networks to Don Lee in 1944, 


received higher Hooper ratings within 13 weeks! 


When you buy radio time on the Pacific Coast, be 


sure you cover both halves of this 8-billion-dollar-spend- 


ing market. The only way you can do it is: Buy Don Lee! 


LEWIS ALLEN WEISS, Vice-Pre 


THOMAS S. LEE, President 


$515 MELROSE AVE., HOLLYWOOD 35,CAL 


Represented Nationally by John Blair & Co. 
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‘Rivals’ Unite in 
Opposing Bill to 
Limit FIC Power 


Washington, May 23.—The Fed- 
eral Security Agency and the 
FTC, supposedly rivals for the 
power to supervise food and drug 
labeling, will stand together in 
opposition to the Reece bill lim- 
iting FTC power over food, drugs 
and cosmetics, it appeared today, 
on the basis of written statements 
from the two agencies to the 
House interstate commerce com- 
mittee. 

Although Rep. Reece hopes to 
go ahead with committee hearings 
on his amendments to the FTC 
act within a few weeks, it ap- 
peared that he will have no sym- 
pathy from government agencies, 
and will have to depend on in- 
dustry support. 

In his bill, the Tennessee Con- 
gressman makes a four-pronged 


attack on the commission: 

1. FTC rulings would be sub- 
ject to court review to determine 
whether the conclusion is war- 
ranted by “the preponderance of 
the evidence”; 

2. Penalty for violation of FTC 
rulings would have a $10,000 ceil- 
ing, instead of the present maxi- 
mum of $5,000 per violation; 

3. Advertisers would no longer 
be liable to FTC’ to reveal con- 
sequences of a prescribed dose of 
their product; 

4. FTC would be barred from 
any regulation of food, drug or 
cosmetic labels. 

Paul V. McNutt, director of the 
Federal Security Agency, which 
includes the Food and Drug Ad- 
ministration, wrote the committee 
that so far as he is aware, FTC 
proceedings against labeling are 
based on unfair trade practice 
clauses of the Federal Trade Com- 
mission Act and not on any effort 
to regulate labels as such. 


Upholds Present Law 


Asserting that the bill would 
at best effect little, if any, im- 
provement in the confused situa- 
tion surrounding labeling, Mr. 
McNutt commented: “In our 
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\ Early every morning...at 6:15 A.M....KFI’s 
weekday radio audience is greeted by TOM OWENS, a 
genial, relaxed old codger who talks homespun philosophy 
and offers a variety of musical recordings. 


Actually, ToM OWENS is Russ Stewart, a young man 
of thirty-five whose thirteen years on the air makes him 
OLD in radio experience. Proof that his “CHARACTER” 
pleases a lot of people is to be found in the large radio 
audience he draws from the million rural population in 
KFI’s Primary Area, and from the half-million industrial 
workers leaving or entering morning shifts of Southern 


California war plants. 


Airing from 6:15 to 6:45 A.M. Monday through Sat- 
urday, TOM OWENS offers participating sponsorship op- 
portunities that produce results at low cost. A call or 
letter will give you further particulars. 


$0,000 WATTS - 


KFI 


CLEAR CHANNEL 


NBC for tos ancetes 


640 KILOCYCLES 


erte ©. Gating. ne 


EDWARD C. PETRY AND COMPANY, INC., NATIONAL REPRESENTATIVES 


judgment, the bill is calculated to 
impair the benefits to the public 
authorized by existing legislation 
for the control of foods, drugs and 
cosmetics.” 

Mr. McNutt indicated that he 
was alarmed by the provision per- 
mitting courts to review FTC 
findings to determine whether they 
are warranted by the “prepon- 
derence of evidence.” He said he 
feared that the Reece bill might 
serve as a precedent for changing 
other acts, such as the Food and 
Drug Act, to transfer the duty of 
weighing technical evidence to 
the judiciary. 

Mr. McNutt also warned that 
the proposal to delete responsibil- 
ity for unrevealed facts with re- 
spect to the consequences for use 
of an article “lowered the stand- 
ard of truthfulness.” 


Court Review ‘Unworkable’ 


Edwin L. Davis, FTC chairman, 
was even more pointed in his op- 
position to the bill, charging that 
“it is common knowledge that the 
practice of Congress in entrusting 
to administrative agencies the en- 
forcement of various statutes de- 
signed to give effect to Congres- 
sional policy has lately been the 
subject of vociferous criticisms in 
certain quarters.” 

He said court review for “pre- 
ponderence of the evidence” in- 
stead of the current “supported 
by evidence” would be unwork- 
able. On the basis of experience, 
he said, courts have developed a 
rule that the commission finding 
shall stand “if reasonable men, 
acting reasonably, could have 
reached the same conclusion and 


oh cty 


made the same findings.” 

But it is impossible, Mr. Davis 
said, to decide in technical mat- 
ters what is meant by “prepon- 
derence of the evidence,” and the 
commission’s record of 30 years 
demonstrates no need for a change. 


Provides a ‘License’ 


The FTC chairman attacked the 
limitation on FTC penalties as 
‘a license rather than a penalty,” 
for it would be “wholly” inade- 
quate to prevent violations of the 
commission’s orders, “particularly 
in cases where large corporations 
combine and conspire to control 
the market, divide the territory 
and fix and enhance prices.” 

The FTC chairman warned that 
the proposed change in the word- 
ing regarding the responsibility 
of an advertiser “would make it 
impossible to require those who 
advertise potentially dangerous 
drugs or devices to disclose to the 
public the consequences which 
may result from the use of their 
products under conditions pre- 
scribed in the advertisement, or 
under such conditions as are. cus- 
tomary or usual.” 


Cites Example of Danger 


The general public knows little 
of the effects which may result 
from the use of drugs and thera- 
peutic devices, Mr. Davis wrote. 
The amendment now proposed 
would deprive the public of the 
protection wisely provided by the 
present law. 

As an example of what the com- 
mission has done, Mr. Davis cited 
a case involving a preparation for 
delayed menstruation, which was 


as: 


> 


Advertising Age, May 28, 191; % 


found to involve serious co... 
quences under certain conditi 1s; 
Under the new law, FTC wouig 
lose the power to require that .q- 
vertising for such a product p. nt 
out that its use can cause b\ og 
poisoning and other condition 
“Many of the potentially ‘ 
gerous drugs and devices which 
are offered to the public as g 
means of self medication can be 
successfully advertised and 
without making any direct or 


m- 
plied representations that are 
false,’ Mr. Davis said. “If the 
protection now afforded by the 


statute should be removed, se!lers 
could freely advertise drugs ; 
devices which are potentially can. 
gerous when used as directed, 
without notice of inherent dan- 
gers.” 

The chairman defended FTC at- 
tention to labeling as a fair trade 
rather than advertising control, 
citing court decisions to support 
his position. 


Joins Tobacco Network 


Eugene P. Weil, formerly com- 
mercial manager of WJLD, Bes- 
semer, Ala., and previously pro- 
duction manager of WSGN, Birm- 
ingham, has been appointed sales 
manager of the Tobacco Network, 
comprised of six eastern North 
Carolina stations affiliated with 
the Mutual network. 


Heads KDKA Sales 

George D. Tons, a member of the 
sales staff of KDKA, Pittsburgh, 
has been appointed sales manager, 
succeeding Frank V. Webb, who 
has resigned. 


“JEte could “buy the bank” 
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An economic giant of first rank, 
Colossus. Last year, despite aging machin- 
ery and drastic help-shortage, he hung up 
another production record, saw his income 
soar to nearly 28 billion dollars. And, 
while reducing or paying off his mortgage 
and clearing up his debts, he’s added to his 
until 


ia ee 


hanks on Bonds! 


No only with his strong hands, but 
with his giant income, Colossus of 
the Cross Roads is valiantly supporting 
the war effort. 


The American Farmer is buying War 
Bonds to the hilt. Voluntarily, he’s put 
well over 10% of his net income into Bonds. 
Some 4 billion dollars’ worth are nestling 
in his safe deposit box right now—and 
staying there. " 


this 


they’re now around !! 


Is it any wonder we say: Keep your eye on 
Colossus! Plenty of shrewd business men 
regard him as the biggest prospect in sig!', 
a source of sales no advertiser can ignore. 


slannin advertising, remem - 
When plannir our ad t zg nem 


about his favorite magazine: 


Country Gentleman’s more than 2 million 
circulation 
nation’s top-half farm families, who «:- 
count for more than 72% of all farm- 
family purchases. 


is concentrated among t''¢ 


These 2 million super-prospects await or ) 
the coming of peace, and the production °f 
civilian goods of all kinds, to start satis 
ing their staggering accumulation of pe: '- 
up needs. 
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Ads Must Explain 
Economic System 
Postwar: Rukeyser 


‘hicago, May 24.—Advertisers 
| have the large responsibility 
' V-J Day of using their space 
to ‘adjust citizens to their eco- 
nomic environment . by ex- 
ining the functions and services 
of modern business,” declared 
Merryle Stanley Rukeyser, New 
York, International News Service 
feature writer and nationally 
known lecturer on economics, be- 
fore the Chicago Federated Adver- 
tising Club here today. 

For the present, Mr. Rukeyser 
said, advertising must be em- 
ployed to help the public adjust 
itself to temporary inconveniences, 
but after the war “concept adver- 
tising’ must supplement product 
advertising in order to strengthen 
public support of private enter- 
prise. 

New and more complicated uses 
of advertising will call for a new 
type of copywriter “with a sym- 
pathetic understanding not only 
f the public psychology, on the 
one hand, but also of the modern 
machinery of the productive and 
distributive system, on the other,” 
he asserted. 

“After reconversion has been 
completed, the printed word and 
the art of selling will be relied 
nm to provide the customers with- 
ut whom hopes for a high level 
of employment would remain an 
idle philosopher’s dream.” 


Crosby Aids Blade Drive 


Personna Blade Company, New 

York, has scheduled an extensive 
dvertising and promotion cam- 
paign to build a bigger volume of 
father’s Day gift sales. Bing 
Crosby, father of four sons, is 
featured in the series, which in- 
cludes 250-line Father’s Day ads 
in 121 newspapers the week of 
June 11, and half pages in Esquire, 
Life and Time, as well as display 
cards and direct mail material. J. 
D. Tarcher & Co., New York, is 
the agency. 


Aids Sales Building 


Wildrick & Miller, Inc., New 
York, sales and advertising coun- 
sel, has issued a booklet, “As 
Others Know You,” designed to 
aid executives faced with devel- 
oping sales organizations after the 
war. It describes methods of de- 
termining how well a company’s 
products are known among sales 
utlets and key buyers, and the 
amount of reeducation necessary 
at the point of sale to get the 
maximum benefit from each ad- 
vertising dollar. 


Names Sales Heads 


Fred M. Sime and William J. 
Brett, members of the sales staff 
of Macwhyte Company, Kenosha, 
“ is. manufacturer of wire rope, 
e been appointed Pacific South- 
west sales manager at San Fran- 
isco, and Pacific Northwest man- 
ager at Portland, respectively. 


Hoban Enters Publicity 


Charles Hoban has opened a 
bublicity and public relations office 
t 1606 Walnut St., Philadelphia. 
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Cover the Rich Lehigh Valley 
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Joins ‘Wichita Eagle’ 

Ralph Varnum, for the past four 
years merchandising and promo- 
tion director of KFBI, Wichita, 
Kans., has joined the Wichita 
Eagle as director of promotion and 
research. 


Conover Switches Mehr 


Joseph Mehr, former advertis- 
ing manager of Aviation Mainte- 
nance, published by Conover-Mast 
Corporation, New York, has been 
named business manager. 


Mattson to Export Agency 

Adele Bjork Mattson, for the 
past 17 years in various phases of 
export advertising, has joined Ex- 
port Advertising Agency, New 
York, as manager of the media 
department. 


Ohio Promotes Behr 


John Behr, formerly San Fran- 
cisco division sales manager for 
the Ohio Match Company, has 
been appointed northern Cali- 
fornia branch manager at San 
Francisco. 


Barbizon to Federal 
Federal Advertising Agency, 
New York, has been appointed to 
handle advertising for Barbizon 
slips, gowns and pajamas, prod- 
ucts of Barbizon Corporation. 
Newspapers will be used. 
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Crawshaw to Sales Post 

Roy Crawshaw, Los Angeles 
district plant manager of Western 
Gear Works, has been promoted to 
manager of engineering and sales 
at the company’s home office at 
Seattle. 


CHURCH PROPERTY 


Catholte churches, 


Published Bi-monthly since 1936 at Milwaukee, Wis. 
to the Design, Construction, Maintenance and Furnishing of 
schoolsand institutional buildings. _ 
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Typography that 
sets up an ideal! 


THE 


EXECUTIVE OFFICES: 


461 EIGHTH AVENUE, 


BUY WAR BONDS TO INSURE PEACE 


NEW YORK 


An important client has told us that this must be good. 
We have some costly space to fill. We have spent a lot on an 
expensive illustration. Our first-string copywriters, with blood, sweat 

and tears, have brought forth a convincing message. To transform it into an 
advertisement that will click requires just one thing— 


Much thought, money, research and anxiety have gone into 
this copy and layout. Will the typography do it justice? 


Ls the Typographical Buck! 


Sometimes agency heads brood over a situation like this: 


typography! 


Gentlemen, the answer is emphatically “‘yes” if you will leave it 

to the master craftsmen of the Advertising Typographers Association 

of America. These experts have painlessly removed the guesswork 

from ad-composition. You take no chances when you rely upon them; 

and many leading agencies, recognizing this, leave all matters pertaining to type 
in our hands. Moreover they consult with us and seek our advice 

on make-up, layout, effectiveness of type faces and a variety of other factors. 
This is all a part of ATA’s complete type service, and it is available to any 

and all customers—at no extra charge. 


If you are not familiar with what ATA can do for you, it will be a pleasure 
to explain it in detail. Just drop us a note or pick up the phone. 
A representative of a member company will call on you—and there’s no obligation! 


ATA SERVICE gives you these benefits: Highest Quality Intelligent Service, 
Expert Craftsmanship, a Strict Ethical Code, Complete Facilities, 

Sound Business Dealing, Good Taste, Uniform Practices, Greatest Choice of 
Type Faces, Type Service for All Advertising Purposes, 
Lowest Practical Costs. 


Advertis ing Dypograph cus Assoctation 


OF AMERICA, INCORPORATED 


Give « 


ALBERT ABRAHAMS, 


EXECUTIVE SECRETARY 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 
The Berkeley Press 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edward Sahlin 
Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Co 


CINCINNATI, OHIO 
The J. W. Ford Co. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, OHIO 
Dayton's Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
The Thos. P. Henry Co. 
Fred C. Morneau 
George Willens & Co. 


INDIANAPOLIS, IND. 


The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
Samuel Katz, Typographer 


Degeat Typoaree shic Service, Inc. 
ography, Inc. 


dwards Typ 
es ure State Craftsmen, Inc. 
Seay Typ< rots omny Inc. 
t Brothers, Inc. 
Geen hic Arts 
Huxley Hor SC 


King Typograph Service Cor 
MILWAUKEE, WIS. Master Typographers, In 
Arrow Press Morrell & McDerim« In 
George F. Wamser, oe “y — n oo 
Typographer, Inc. iris sen, Inc. 
— r Frederic Nelson Phil Inc 
Frederick W. Schmi n 
NEW YORK, N. Y. Superior Typograph ’ 
Ad Service Co Suprern Ad Servic Inc 
Advertising Agencies’ Service I'ri Arts Pr Ine 
Company, Inc. Typographic Craftsmen, Inc 
Advertising Composition, Inc. Typographic Designe Inc 
Artintype, Inc. The Typograph a. ce € 
Associated Typographers, Inc. Vanderbilt-Jacks 


Atlas Typographic Service, Inc. 


Central Zone Press, Inc. 


Typography, ine. 


Kurt H. Volk, Inc. 


Typographers, Inc. 


PHILADELPHIA, PA. 
Walter T. Armstrong, Inc. 
John C. Meyer & Son 


Progressive Composition Co. 


PORTLAND, ORE. 
Pau 10 Giesey, Advertising 
Ty ypog iotes 


ST. LOUIS, MO. 

Brendel Typographic Service 
farwick J ypoe raphers, Inc. 

SAN FRANCISCO, CAL. 

Taylor & Taylor 

SEATTLE, WASH. 

Frank McCaffrey’s Acme Press 
of Seattle 

MONTREAL, CANADA 

Fred F. Esler, Ltd. 
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When, a few years ago, several national advertisers 


magazine field they did so as pioneers ... exploring new and unknown territory. Naturally, the , 


& 


saw the possibilities in that . still-expanding 35,000,000 monthly circulation ... but it wos 


a new medium ... there were 150-odd titles to choose from ... there were a number of basic 


questions still unanswered. But that was several years ago. 


Today, those same national | n advertisers (and a rich list of new ones) utilize 
comic magazines as a strong, familiar marketing tool. General Mills, Thom McAn, Kellogg, National 
Carbon, General Foods and others are still finding rich potentials in The National Comics Group. 

You, too, can acquaint yourself with this dynamic field via “comics headquarters” 


... The National Comics Group. That name will always represent a A balanced, carefully 


* 
i 


assembled group of magazines ... the “basic buy” in the comics field. 


2 
pags | 


_outstanding group which provides coverage 


of 9 out of every IO families with children 


between 8 and 20 years old. 


The National Comics Group currently comprises 23 
outstanding comic magazines which carry either of the 
two above symbols on their covers as identification 
af the best in comic reading. 


RICHARD A FELDON & CO, INC 
Prepared by H. C. MORRIS & CO 


AK Despite paper restrictions, we would be happy indeed to tell you more about this 


Represented Nationally By 


RICHARD A. FELDON & CO., INC. 
420 Lexington Avenue «+ New York City 
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hen we wrote a piece a while ago 
about the Saturday Evening Post covers 
that began to appear shortly after the ap- 
pointment of Kenneth Stuart as art editor, 
we thought it wouldn’t be long before 


Life (May 21) and the conception of an 

illustration that is also a picture worth 

looking at surely will be widely copied. 
Fine art in advertising, as in the cur- 


(he Creative ans Corner 


Mr. Stuart’s fresh and thoroughly mod- 
ern point of view would find its way into 
advertising illustration. And it hasn’t. 

It is most effectively used in the De 
Soto advertisement reproduced here from 


ill running 


SPEStGCwee TO ENGURE 


rent series by Hiram Walker for Imperial, 
is here to stay. And fine illustration, as 
compared with ordinary commercial art, 
is just as positively on its way. 


Tonight my littl girl grew up 


Sometimes a campaign is so good for 
3 long that its excellence becomes taken 
for granted. It ceases to be remarkable. 

This, it seems to us, is the case with 
the long campaign of The Travelers and 
the advertisement entitled “Tonight my 
little girl grew up” from The Saturday 
Evening Post of May 19 is reproduced 
here as a reminder of a series that has 


as few equals in consistent quality today 
as it had at its inception almost ten years 
ago. 

Tonight a young man is taking Mary 
to her first formal dance. 

She is in her room now, twisting and 
turning in front of the mirror in her first 
evening dress. 

Those are the opening paragraphs, and 


business Chart ot the Meek 


Are you planning to Yes No change 


Manvtacture or wholesole new products or lines? O CC 


OU 


Sell new classes of customers? 


44m 


POST-WAR PLANS 


OF MANUFACTURERS AND WHOLESALERS 


As reflected by the Dun & Bradstreet Survey of Fourth Quarter 1944 


in the Autumn of 1944. the manufacturers and wholesalers of the United States were asked these tour questions 


— _ - 100 
Yes No change + 80 
Expond or contract your sales territories? CT 
Use new methods or channels of distribution? CO) Cj 
a ol 


Approximately 28.000 responses were received. of which 22.314 responses are represented on this chart 


| 
X 


MFRS = WHSLRS WHSLRS MFRS 


NEW CLASSES 
OF CUSTOMERS 


NEW LINES 
= OR PRODUCTS 


EXPAND SALES 
TERRITORIES 


WASLRS MERS. = WHSLES MFRS WA SLRS 


NEW DISTRIBUTION OTHER 


METHODS OR CHANNELS CHANGES 


the rest must tug a little at any mother’s 
heart. 


The advertisement’s aim is almost per- 
fectly achieved. 


Tr 
The Present tenant is anxious to vacate the premises at the 


earliest possible date. 


He finds the exposure not to his liking. 


He feels the ventilation is somewhat extreme. 


He says the running water is much too plentiful. 


And as for the heating system, he claims it often gets entirely 


too hot for him in that foxhole 


He wants to move. 


He wants to move into a home with his family...where they 
have a soft bed, and window shades, and clean tablecloths, 
and good warm food, and rest, and peace. 


He wants to get his job done and leave that foxhole... fast. 


Do you want to help him move? Do you want to help bring 


him home sooner? 


Buy that extra War Bond during the 7th War Loan Drive! 


Published in support of the 7th War Loan by 7 


CALVERT DISTILLERS CORPORATION, N.¥.C. C22 


With the realities of war made clearer 
than ever by the shocking disclosures of 
the German prison camps, this writer 
becomes increasingly impatient with the 
efforts of those advertisers who continue 
to follow the tenor and the technique of 
“The Kid in Upper 4” in war advertis- 
ing. 

A number of retailers in the larger 
cities, particularly in New York, have 


put a great deal of urgency into their 
advertising of the 7th War Loan. They 
have done this largely by making the ap- 
peal dignified, by playing the thing 
straight. 

But most of the national advertisers, 
like Calvert Distillers, continue to run 
war advertising that is almost romantic 
in character. 

It is also completely phoney. 


C 6aAG- NEWS AND VIEWS OF MAIL ORDER ADVERTISING 
he Pag-Off 


By ELON G. BORTON 
Advertising Director 
La Salle Extension University 


Many general advertisers seem to think 
that they must change their advertise- 
ments often—that they cannot repeat an 
ad in any publication and that they must 
discard any ad after it has appeared sev- 
eral times, even though in different pub- 
lications. 

Perhaps the company president (or 
his wife) gets tired of seeing the ad and 
thinks the public is also. But he forgets 
that comparatively few of the readers of 
any publication see his ad the first time 
it appears—and fewer still read it. Even 
if they read it, most soon forget it. 

Mail order advertisers, who know by 
direct returns what their ads do, do not 
make this mistake. When they find by 
test a good result-getting ad they use it 
over and over again until it stops pulling 
or they find one that pulls better. 

As Harry Schneiderman well says, 


Do You Make These 
Mistakes in English? 


Sherwin Cody's remarkable invention bas enabled more than 
100.000 peopte to correct their mistakes in Engtish Only 15 
minutes a dwy required to improve your specch and writing 
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“Once a mail order ad is proved success- 
ful, it can be run almost indefinitely, its 
life depending on outside variables such 
as general business conditions, changes 
in the character of the market as related 
to the product, and competitive factors 
which may influence the demand for the 
product or its price.” 

The ads illustrated here, particularly 
the Sherwin Cody ad, are familiar to 
every advertising man. The Cody ad has 
been used for at least 20 years, with the 
only change that of slipping in new testi- 
monials from time to time. The figures 
I have show that up to 1939 it had been 
run 374 times and had pulled 224,025 in- 


quiries. On the Pelman ad, “The Man 
With the ‘Grasshopper Mind,’” I have 
no exact figures, but I am sure I have 


watched it with few or no changes for 
at least 20 years. 

These two ads are both in page size 
and both for educational courses. Next 
week the Pay-Off will show some small 
ads for varying products and discuss the 
differentiation in procedure covering the 
repetition of small and large ads. 
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THE ADVERTISING MARKET PLACE 


The rates for this department are as follows: “Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. All other classi- 


fications (single insertion rates): % in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


3. 


Advertising Age, May 2 


HELP WANTED 


HELP WANTED 


HELP WANTED 


ADVERTISING SALESMEN 


Prefer previous experience general, 


industrial, trade journals. Consider 
be- 


ginners. Salary. Real future. Promi- 


ambitious, interested veterans, 


nent company. 


Box 7234, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


COMMERCIAL ARTIST 
for medium size advertising agency. 
Rapidly growing. Opportunity work 
on all types art. Permanent. Unusual 
advantages which we will tell you 
about upon receipt of your letter. 
State age, experience, salary wanted. 
Immediate. 
Box 7354, ADVERTISING AGE 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


PRODUCTION AND SALES 
MANAGER 
FOR 


BOOK PUBLISHING HOUSE 
Fine opportunity for experienced 
young man to grow with expanding 
middle west book publisher. Should 
understand mail order selling as well 
as merchandising of books through 
obbers, wholesalers and retailers. 

nowledge of mechanical and tech- 
nical fields desirable. 

Box 7350, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MARKET RESEARCH MANAGER 


For trade and sales development in 
a new division of an established and 
successful Chicago company. Excel- 
lent working conditions and oppor- 
tunity for alert man to prosper as 
he contributes to the company’s 
growth. Write fully as to age, ex- 
perience, salary and references. 
Box 7361, ADVERTISING AGE 


New National publication in _ the 
class field is seeking a national ad- 
vertising manager who has vision to 
see possibilities not immediately ap- 
parent. Please state experience and 
salary expected. 

Box 7364, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 
Are you a veteran under 30? Like 
the country? Know a line cut from 
a halftone? Are you sincere, honest, 
likeable and a “self-starter”? Want 
a job with a top-flight advertising- 
public relations outfit in a beautiful 
New England town? If so, write in 

some detail to 
Box 7362, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALES MANAGER’S ASSISTANT 


New York manufacturer established 
sixty years with national distribu- 
tion to hardware and paint trade; 
wants a young man conversant with 
details of busy Sales Manager’s 
office; handle all advertising, rout- 
ing, territorial analyzation and first- 
class correspondent necessary. First 
letter must give complete details of 
experience, age and salary expected. 
Write Sales Manager. 


100 E. Ohio St., Chicago 11, Ill. 


100 E. Ohio St., Chicago 11, Ill. 


Box 337, 159 EB. 34 St., N. Y., N. Y. 


KEMSLEY NEWSPAPERS 


ROLE IN WORLD RECONSTRUCTION 


a 
vy 


CHAIRMAN’S REVIEW 


The twenty-first ordinary general meeting of Kem- 
sley Newspapers, Ltd., was held recently at Kemsley 
House, London, England. Lord Kemsley, chairman, 
presiding. 


The Chairman in the course of his speech said: 


The accounts show that the profits on trading, in- 
cluding dividends, etc., at £1,126,192 are in excess of 
those of the previous year by an amount of £12,391. 


York Newspapers Acquired 


Since the date of the balance-sheet, one of our sub- 
sidiaries, Allied Northern Newspapers, Ltd., has ac- 
quired a property which will, in the view of your di- 
rectors, be of strategic as well as intrinsic value to 
our group. This is the Yorkshire Evening Press, whose 
ancestry can be traced back to 1725, and the Yorkshire 
Herald, now a weekly publication. The Evening Press 
is the only daily paper published in York and is the 
predominant newspaper influence in that part of the 
country. 


Everyone realises today that Germany is not yet 
completely beaten, and still more that even when vic- 
tory in‘'Burope has been won, we have to conquer the 
Japanese. Our duty tq humanity,.our self-interest, the 
immense economic stakes the British people possess in 
the Far East unite in compelling us to pull our full 
weight in the task of bringing Japan to her knees. 


That task and its achievement will forge a new 
bond Between us and the other members of the Em- 
pire family, particularly with those so recently en- 
dangered. 


I am wholly devoted to the welfare of our “Empire 
Family” and believe that a greater knowledge of each 
other must lead to a greater Empire. Towards that 
end all our newspapers are playing an important part 
by providing a special news service from the do- 
minions and colonies and by devoting a substantial 
proportion of our limited space to Empire affairs. 


Post-War Prospect 


The victories which are now being won in the west 
inevitably lead us to look forward to after the war; 
and it is to that prospect which I propose to address 
myself. Once Germany is beaten I look to a gradual 
revival in normal production and trade. I use the 
word “gradual” advisedly, for we are all of us, in our 
factories and homes, short of most of those things 
which we used to regard not as luxuries but as neces- 
sities. And those shortages will not be made good at 
once. Moreover, we have new and gigantic tasks 
ahead of us. We need homes for our people and new 
equipment for our factories. Above all, the whole 
world will be a potential market for our goods, and 
this gives us the chance to rebuild and expand our 
export trade. Do not let us forget that the main rea- 
son why we must export is because that is the only 
way in which we can pay for our essential imports of 
food and raw materials. 


But these shortages will not last forever. With 
modern methods of manufacture—especially if we can 
rehabilitate and modernise our factories without de- 
lay—they may be made good sooner than many of us 


dare to hope. But modernisation of technical proc- 
esses is not enough. We must also give full rein to 
individual enterprise which is the mainspring of eco- 
nomic progress. Therefore, while some degree of Gov- 
ernment control will be necessary so long as post-war 
shortages exist, I hope that the whole focus will be 
on relaxing control as soon as possible instead of 
maintaining it as long as possible. 
The Press and Advertising 

It is common knowledge that we depend upon ad- 
vertising for much of our revenue As production 
gradually revives, shopkeepers and the public will 
have be told what is available, and fresh infor- 
mation of thi kind will be forthcoming every day. 
Who can impart this vital information more quickly 

no fficiently than the Press—and more particu- 
irly I 


wn newspapers, which circulate in so many 
centres of industry? 


and such populous 


Let us take an analogy from our war-time experi- 
ence. From time to time the Ministry of Food is 
forced by circumstances to announce changes in the 
weekly ration, whether of meat or tea or any other 
commodity. All these changes have to be advertised, 
and I am sure that you will have noticed that their 
official advertisements on such occasions take up a 
substantial amount of our space. But after the war it 
will not be a case of one or two Ministries, but of 
thousands of independent firms, each anxious to tell 
their customers what they can now produce and sell. 


That is why I say without any qualification that 
advertising in the Press will play a vital part in the 
revival of trade after the war. My argument applies 
to the new inventions of war-time even more than it 
does to those products which were freely available in 
pre-war days but of which we are now deprived. The 
public must be told what they can buy, and the news- 
papers are best fitted to tell them. 


We, as newspaper owners, will have an essential 
part to play in the promotion of the post-war re- 
establishment of trade and the replenishment of wdre- 
houses, shops, larders and wardrobes. That is one of 
ba many reasons why I view our future with con- 

ence. 


At this point it is appropriate that I should pay 
tribute to all the advertising agents who, during five 
years of extraordinary difficulties have kept their 
businesses going. 


Their difficulties have been ours — namely, restric- 
tion of space—but I am happy to be able to say that 
we remain good friends, each with sympathetic under- 
standing of the other’s problems. 

Like us they are ready to play their part in rebuild- 
ing our country’s prosperity. 


The Staff 


Our staff has been still further depleted by the de- 
mands of war. We have had 3,158 in the Armed 
Forces, of whom 99 have lost their lives, and eight 
are missing, while 191 have received their discharges 
and returned to us. I may now interpose a reference 
to the Daily Sketch War Relief Fund, under the chair- 
manship of Lady Kemsley, and the similar funds asso- 
ciated with our provincial newspapers. The value of 
the gifts distributed has now risen to a million and 
a-half pounds. 


Let me express the thanks of the Board in which I 
know you will join, to all members of our staff. In 
the past few months I have visited most of our pro- 


vincial offices. There as here they are still working 
with unabated energy, and a success which can be 
measured by the fact that all our newspapers are 


printing up to the limit of their allocation of news- 
print. 
Sunday Times 
In the case of the Sunday Times I can tell you that 
while our present figure of over 450,000 copies per 
issue is the highest in the history of the paper, only 
the restriction on newsprint prevents this figure from 
being greatly exceeded, a tribute surely to the edi- 
torial qualities which maintain this journal in a posi- 
tion unique in Sunday journalism. 


The success of our provincial papers is, I believe, 
the result of our policy of giving the readers their 
own local newspapers, alert to local interests and re- 
quirements, responsible in their judgments, and ob- 


serving the highest standards of decency in the evalu- 


have a broad knowledge of the auto- 


HELP WANTED REPRESENTATIVES AVATI! (ppg BYP! 

Two young, live-wire represen atjy.quyun! "1 

Wanted : want to take on new publications ,Jm° | a 

Creative Used Car Promotion Man bli - Tot Now 
publications looking for new repr, Mcta) lis 

For Automobile Manufacturer sentation in N. Y¥. C. and coverj,.mwill Té 
The man we are looking for will|eastern seaboard. Excellent conta, — - 


mobile business and a useable un- 
derstanding of the mechanics of cars 
and trucks. 


He will have demonstrated his abil- 
ity to create and produce literature 
to dealers, merchandising campaigns 
and copy of a semi-technical char- 
acter. 


In addition to creative writing, he 
will have had experience in con- 
tacting dealers in the management 
of their used car departments and 
in holding dealer meetings. 
Sometime during his business career 
he will have worked in or directly 
out of the home office of an auto- 
mobile or truck manufacturer. 


He will be under forty. 


If you think you can qualify and 
are interested in a connection with 
a splendid postwar opportunity, give 
age, complete experience and avail- 
ability in first letter. 
Box 7353, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


ADVERTISING ASSISTANT 
Can you write sound direct-mail 
copy that sells business and profes- 
sional men? Or do you lack adver- 
tising experience but can and like 
to write clean cut, straight-forward 
English? Established Chicago com- 
pany (AAA 1) offers college trained 
man, preferably in 20’s, good start- 
ing salary, finest associates and 
working surroundings with every 
opportunity to grow, succeed and 
prosper. 

Box 7366, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ASSISTANT IN AD DEPT. 
Assistant in Advertising and Sales 
Promotion Department of industrial 
manufacturer to handle production. 
Prefer under-30 veteran with graph- 
ic arts experience for this north- 
ern New Jersey office. Starting 
salary, $3500. Reply should cover 
en education and usual de- 
ails. 

Box 7357, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
WANTED 
Combination advertising and public 
relations man for branch office of 
agency in Minneapolis. Copywriter 
and contact experience preferable. 

Wire. 
Box 7368, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l. 
ADVERTISING PUBLISHERS 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


Sales Promotion and Advertising 
Manager for Middle West Manufac- 
turer of mechanical equipment for 
Service Stations. Swell job. Lots of 
work. Good pay. 

Box 7367, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


If you can sell advertising, write 
copy and make layouts; if you are 
looking for a permanent connection 
in a small city (16,000) where living 
is pleasant, investigate this offer. 
Daily (evening) paper, 7500 A.B.C. 
Mid-Atlantic seaboard state, good 
equipment, up to date. 
Box 7355, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Wanted by Large Printing Concern 
Manager of Catalog Division 


with experience in compiling, in- 
dustrial, mill supply, plumbing, and 
similar catalogs. Must be capable 
of selling, directing actual compil- 
ing, and increasing department’s 
volume. State experience, employ- 
ment history, and compensation re- 
quired. 


Box 7356, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 
TRADE PAPER 
WANTED 
Submit details 


in all agencies. ’ 
Box 7365, ADVERTISING AGR bui l 
330 W. 42nd St., New York 1S, n. y ing 


WANTED 
ADVERTISING ASSISTANT &... : 


WITH clean J 

MAIL ORDER EXPERIENCE @::° ws 
— VE 

Somewhere in a large mail order adve, + ri 
tising or merchandising department js mmo?” 
young man (25 to 35) with 4 to 8 yeay Pept r 
mail order catalog copy or staff supe MmmagencY 


visory experience who is thinking aboy 
a more responsible position affording 
greater latitude for his creative writing 


ability plus an opportunity to broadey _ 
his scope of advertising operation imo W. 
major league work. as 
For the right man, this vacancy in the beet 
advertising department of a leadinggmmid-wé 
manufacturer with offices in Chicagogm Yin’ ® 
loop offers security and income consis. ,oduc 
tent with ability and performance. Thitile at 
company (an essential war industry) is gmst!'-=° 
leader in its field of consumer producti soy. cy 
which are internationally advertised andimsales P 
promoted through practically every knowpmm ™anuté 
media. The position embraces not only ee 
consumer and dealer copy writing, bu Box 
other usual duties and outside contacmm 1°" 
common with a large department oper. fm ARTIS 
tion beste 

ion 4 
lf you think you are the right man for 0 We 


this important postwar position, write to 
us telling all about yourself, your educa. 
tion, advertising or promotion bact- 
ground, salary desired. Your letter wil 
be held in strictest confidence. Our 
staff knows of this advertisement. 


Box 6138, Advertising Age 
i€d E. Ohio St., Chicago II, Ill. 


PUBLICITY 
WRITER 


wanted for busy public re- 
lations staff of aggressive 
Michigan manufacturer 
with diversified products— 
all having excellent post- 
war prospects. Prefer 
writer with newspaper re- 
porting and trade press 
experience, familiar with 
national programs. Start- 
ing salary depends upon 
man’s abilities and record. 
Give full details, experi- 
ence, personal facts, and 
picture in first letter. 


Address Box 6140, 
Advertising Age, 
100 E. Ohio St., 


in full. All corre- . 
spondence held strictly confidential. Chicago ll, Til. Creat 
L. E. Kordel, Room 1109—188 W. per 
Randolph St., Chicago 1, Ill. an 
os De 
ab 
Br 


ation of news. Augmenting these editorial qualities, | 
we give a service of war news for which I am proud 
to pay tribute to our own reporters who to-day chare | 
ill the risks and discomforts of the fighting man. | 
Their dispatches from fighting zones have maintained 
the highest standards of journalism, and have given 
our papers a unique editorial influence and won for 
them a respect which augurs well for our future re-| 
lationship with the British public. 
On the motion of the Chairman, seconded by the 
Lionel Berry, M.P., Deputy Chairman, the Di- 


Hon 


ctors’ report and accounts were 


adopted. 


samples if possible. 


RETAIL ADVERTISING-PROMOTION MANAGE: jf « 


A large progressive Chicago retailer wants a sm< 
agency or free lance man to take over its advertisin 
We serve an exclusive male clientele. Our princip 
medium is direct mail. This position requires imagin 
tion plus common sense. Ability to write selling cor 
is essential. Possibilities for future expansion of th 
account are excellent. Write full details, and enclo 


Box 6141, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 
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)PRESENTATIVES WANTED _ 


LT! ABLP R we — 
en tative jior space salesman—Young man 
itive Jur - ¢ 
3 3... work under eastern manager out 
ations ¢ * Now York office, representing old 
W repredctal lished midwest publishing firm. 
COver}: will represent two of the leading 
. ge cations in the engineering and 
Contact rruction field. Excellent oppor- 
‘nity for junior representative to 
. ; ila clientele and increase his earn- 
+ AGE ne capacity. Salary open. Reply 
1s, N. yfBviving age, education, exp. and ref- 


—— 


eee oe 7203, ADVERTISING AGE 
| 330 W. 42nd St.. New_Yor: 
e POSITIONS WANTED 


SpACE SALESMEN available. High- 
iy qualified with 20 years’ experi- 
TANT ence, seeks New York connection. 
Clean Record. 
~ Box 7368, ADVERTISING AGE 


IENCE fs30 \V.42nd St., New York 18, N. Y. 
———— {DVERTISING WOMAN — Copy- 
Jer adve,[ writer: radio, publications. No novice; 


experienced as account executive. 
Research, media, fashion background. 
Cooperative worker. New York City 
iency connection desired. Freshly 
imaginative, but can write factual 
copy well. Would also make good 
.dvertising manager for manufac- 
turer introducing new line of prod- 
cts for women, 

~ Box 7359, ADVERTISING AGE 

30 W. 42nd St., New York 18, N. Y. 


ADVERTISING MANAGER 
seeks permanent position with sales 


iment is 4 
o 8 years 
fa Super. 
ing about 
affording 
ve writing 
> broaden 
eration jn 


cy in thi ,inded manufacturer or aggressive 
} leading id-western agency. Can write con- 
Chic yincing, persuasive copy .. . thor- 
ago ughly experienced in layout and 
Ne consis ME oroduction. Knows printing. Versa- 
ince. Thismtile at planning and executing re- 
ustry) j sult-getting campaigns. Experience 
Y] |S ee cludes 3 years mail order—2 years 
* products .zency—3 years as advertising and 
tised andamsales promotion mgr. with hardware 
ery know manufacturer. Age 32; married; 2 
Y ‘i wnildren; draft status 2-BF; $4800 
} not onl ommensurate with present salary. 

iting, but Box 7360, ADVERTISING AGE 

» contact 100 BE. Ohio St., Chicago 11, Ill. 
nt oper. ARTIST. Black - White. Lettering, 
Pere- Design, Layout. Knows reproduc- 

tion Methods. 

; Box 7358, ADVERTISING AGE 

= forMs30 W. 42nd St., New York 18, N. Y. 
» Write to 


ur educa 
on back. 
letter will 
ice. Our 
int. 

ge 

1, Uh. 


ee 


SUCH AN OPPORTUNITY 

FOR A YOUNG ADVERTIS- 

ING MAN RARELY PRE- 
SENTS ITSELF 


This is an opportunity for a salesminded 
advertising man with 3 to 5 years’ sea- 
soned experience to fill a key advertis- 
ing vacancy in a leading four-product 
company. 


Preferably, the man we want should be 
capable of turning out good, solid sell- 
ing copy for trade publication, con- 
sumer product literature, mail order and 
catalogs. He should also possess the 
ability to provide seasoned assistance in 
usual advertising department functions 
involving customary details and creative 
planning. In other words, this is not 
the job for young hopefuls fresh from 
the campus. 


If you can vision the future with a hun- 


ic re dred year old firm . . . a leader in its 
ssive field—(now engaged in essential war 
e production)—and the opportunity to be 
furer responsible for major aoe advertising 
programs, you will probably decide that 
cts— this is indeed a rare opportunity to get 
: in on the ‘ground floor." For the right 
ost- man, this position offers security and 
Pp income consistent with ability and per- 
fer formance. Opportunity for advancement 
is excellent as this is definitely a post- 
r re- war connection. Write to us telling all 
about yourself, your education, business 
ress background, salary expected. Your let- 
ter will be held in strictest confidence. 
with Address— 
tart. A. L. Agne 
1pon THE BRUNSWICK-BALKE-COLLENDER 
q COMPANY 
ord. 
p 623 South Wabash Ave., Chicago 5, 
mn Minois 


and 


AVAILABLE 
POINT-OF-SALE 
SPECIALIST 


sative man with 20 years practical ex- 
per ence, knows all angles in fhe creation 
8nc procurement of up-to-the-minute mer- 
chendising and sales promotion material. 
ous of securing connection with reli- 
manufacturer, who has point-of-sale 
Proulems important enough to warrant a 


} ble man. Excellent references. Age 
} 42. NEW YORK AREA PREFERRED. 
Box 6137, Advertising Age 
\¢ 3°) W. 42nd St., New York 18, N. Y. 


AJ 


DIRECT MAIL 


42nd St., New York 18, N. Y. 


artists. Ex eon ertwn fer 
coptien opp 
| ator - Commercial Pe soe pe Fi k Adv rti ; A 
» over advertisin epartment o 
oe firm in yoo — ae ac 3S stag gency 
st_ be original and have therosg’ mber Americoa Association 
ewledge of preductien. Sporting Me : jf A of 
ds, Army and Navy goeds and Advertisiag Agencies 
eral merchandise. 
Box 6136, Advertising Age 1110 Hille Bldg. 2-3129 Syracuse, N. Y. 
W. 42d St., Mew York 18, N. Y. 
a — - 


Glamor Added to 
Surplus Selling 
in Fort Worth 


Fort Worth, Tex., May 24.—Dis- 
posal of surplus property may be 
routine and unexciting in most 
spots, but not so in Fort Worth, 
where, beginning tomorrow, the 
local Office of Surplus Property of 
the Department of Commerce wiil 
stage a “Surpus Property Week” 
complete with all the promotional 
trimmings. 

The idea of the special week, 
according to Hamilton Morton, 
regional director, is “to create con- 
sumer interest in using surplus 
properties which were designed 
for Army and Navy use, and can, 
by a small amount of conversion, 
fill many purposes in civilian life.” 

Among other conversion jobs 
which will be mentioned, it is ex- 
pected, is that of the ingenious 
New Englander who bought a 
quantity of gas masks, and wound 
up with half a dozen products, in- 
cluding handlebar grips for bicy- 
cles, play pails for children, flower 
receptacles and several others. 


Plenty of Fanfare 


The local “Surplus Property 
Week” will be staged in the Will 
Rogers Memorial Coliseum, and 
will be replete with musical ac- 
companiment, presentation of 
keys to the city by the mayor, and 
all the fanfare that can be put 
together. 

The Coliseum will harbor com- 
plete displays of all eight divisions 
of merchandise which are being 
sold by the “consumer goods” sec- 
tion of the surplus property set- 
up, including furniture, machin- 
ery, general products, automotive, 
hardware, textiles and wearing 
apparel, medical and surgical and 
paper and office supplies. 


To Sell Machinery 


Staged as part of the week-long 
sale will be the largest single sale 
of merchandise thus far in the 
disposal of consumer goods in the 
form of 3,000 pieces of farm and 
construction machinery. This will 
be sold under the new simplified 
bid method, and it is estimated 
that a piece of machinery will 
change hands every 30 seconds 
during the three-day machinery 
sale, starting May 28, and that the 
government will net over $1,000,- 
000. 

“The sale is loaded with possi- 
bilities for pictures, human in- 
terest stories and general copy,” 
says Mr. Morton. “Farm and ma- 
chinery dealers will be present 
from every state in the Union, 
from the conservative Yankee in 
New England to the local Texas 
machinery dealer with a ten-gal- 
lon hat.” 


Industrial Marketers Elect 
Edward Allen President 


Edward W. Allen Jr., advertising 
manager of Titeflex, Inc., Newark, 
has been elected president of the 
Industrial Marketers of New Jer- 
sey, succeeding Edward J. Pechin, 
advertising manager of the plastics 
division of E. I. du Pont de Nem- 
ours & Co. 

Elected vice-presidents were: 
Ralph N. Hanes, sales promotion 
manager, mechanical goods divi- 
sion, U. S. Rubber Company; Sam- 
uel C. Pierson, director, public re- 
lations, Star Electric Motor Com- 
pany, and Richard A. Fiebelkorn, 
assistant advertising manager, 
Worthington Pump & Machinery 
Corporation. Thomas W. Hall, 
manager of sales promotion and 
advertising, Elastic Stop Nut Cor- 


ADVERTISING ARTIST 


Mest be experienced visealizer, able to 
de finished work and te direct other 


poration, was named secretary, and 
Mary F. O’Connell, manager of the 
industrial advertising division, Na- 
tional Oil Products Company, was 
elected treasurer. 


Form Ad Roundtable 

The Gary Post-Tribune and the 
city’s Chamber of Commerce are 
sponsoring the Gary Advertising 
Round Table to promote better 
understanding of the place of ad- 
vertising, merchandising and pub- 
lic relations in every day busi- 
ness. Frank G. Hubbard, assist- 
ant to the publisher of the Post- 
Tribune, will preside temporarily. 


Here's opportunity for a Top-Notch 
BUSINESS EXECUTIVE 


NE of America’s largest corporations 
in its field, with nationally advertised, branded products of 
established consumer demand, its seeking an exceptional man 
to head up its distribution operations, 


His job will be to operate a number of wholesale houses and 
supervise their entire distributing organization. 


This is a big job for a big man. Obviously, he must have suc- 
cessful background, wide business experience and an unblem- 
ished record and reputation. 


Such a man will receive strong financial support. 


Please write fully about yourself, stating age, education, pre- 
vious business experience and associations, references, etc. 


An appointment will be made for personal interview. Box 
6132, Advertising Age, 330 W. 42nd St., New York 18, N. Y. 


Nursing Paper Appoints 

Jean Watts, formerly a copy- 
writer with Sears, Roebuck & Co., 
Chicago, has been appointed ad- 
vertising manager of Industrial 
Nursing, Chicago. 


A PRIME OPPORTUNITY 
for Alert Manufacturers 


Seeking New Distribution 


Pictured here are ten of the outstanding tire dealers 
of America—typical of the more than 14,000 able, 
experienced, financially sound merchants who now 
read and depend on Tire Review for their trade and 
industry information—and have for years. 


This select group does 80% to 90% of all retail tire 
business and recapping service. Just about all sell 
batteries and other automotive products. They are 
alert to new products, new sales opportunities— 
interested in your proposition such as radio, elec- 
trical appliances, and many car and home supplies. 


O. R. LEHMAN 
Washington, D. C. 
35 Years in Business 


In Tire Review your advertising is placed before this 
preferred audience—the men you aim to sell. Tire 
Review is their first business publication—first in 
authority—first in intense readership. That is why 
Tire Review is first in advertising value—why lead- 
ing advertisers cultivating this market, depend on 
Tire Review for results—and get them. Request full 
facts, today. 


E. R. SNYDER 
Winston-Salem, N. C. 
22 Years in Business 


ARTHUR M. HOWSON 
Chillicothe, Ohio 
32 Years in Business 


HARRY D. MacDONALD 
Colorado Springs, Colo. 
30 Years in Business 


BERNIE HARPER 
Ft. Smith, Arkansas 
28 Years in Business 


M. Z. BIERLEY 
Philadelphia, Pa. 
24 Years in Business 


DON CHERRY 
Chattanooga, Tenn. 
15 Years in Business 


1. 7. WHITE 
Tulsa, Oklahoma 
15 Years in Business 


HERB ANDREE 
Watertown, S. D. 
20 Years in Business 


E. L. CAMPION 
Chicago, II 
44 Years in Business 


FOUNDED 1901 


TIRE REVIEW 


THE No. 1 BUSINESS PUBLICATION FOR TIRE AND 
SUPER SERVICE STATIONS 


A BABCOX PUBLICATION — Edward S. Babcox, Publisher 


rrr 


mLLAY 
31 NORTH SUMMIT ST., AKRON 8, OHIO 
LOS ANGELES — J. H. Tinkham, 1406 S. Grand Ave., Tel. Richmond 6191 
OTHER BABCOX PUBLICATIONS 
BRAKE SERVICE—SUPER SERVICE DATA BOOK—TIRE REVIEW CONVENTION DAILY 
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U. S. to Send 30,000 
Prefab Houses to England 


The U. S. will soon be sending 
30,000 prefabricated houses to 
England for families of war work- 
ers who lost their homes through 
bombings, according to the New 
York Times. The contract, made 
through the Foreign Economic 
Administration and the Federal 
Public Housing Authority, is said 
to involve $60,000,000. 

The new houses for four per- 
sons will be of single story con- 
struction, with two bedrooms, liv- 
ing room, kitchen and bath. 
Plumbing and some other fixtures 
will be supplied on a restricted 
scale. 

Because this is probably the 
first civilian construction work 
undertaken since the war started, 
realty and building interests are 
aroused. The government has 
built 800,000 housing units of the 


emergency type during the war, 
officials say, and this number has 
met war housing needs here. But 
the housing shortage in England 
has been critical for many months. 

At present, it is said, 
persons have been forced to use 
subways for sleeping quarters in 
the London area. This section 
will very likely get most of the 
houses, with many going also to 
Coventry, Plymouth and other 
cities which were’ extensively 
damaged by German bombings. 

According to government au- 
thorities, the FPHA would invite 
bids from prefabricators and man- 
ufacturers when final authoriza- 
tion for release of materials is 
received from the War Production 
Board. That O. K. is expected at 
any moment. 

With lumber high on the critical 
materials list now, substitute ma- 
terials would be used. The houses 


will be packaged for easy handling 


120,000 | 


Ne 


according to a standard form. 

Erection of the houses will be 
|undertaken by the British govern- 
ment, which will handle water 
and sewer connections. The exact 
}amount involved in the contract 
|cannot be determined, naturally, 
|until the contracts for the panels 
and other supplies are awarded. 
The houses will not be supplied 
with refrigeration, nor are heating 
arrangements made. 

The Times reports a possibility 
that some of the inside fixtures 
and equipment will be taken from 
war housing stock piles. These 
have built up in some areas where 
surplus housing developed from 
changes in war production sched- 
ules. Much surplus material is 
said already to have been trans- 
ferred to new production centers. 

ue bd a 


Construction of a cooperatively 
owned central heating plant at 
Chisholm, Minn., has been author- 
ized by the council of that city of 
8,000. Preliminary estimates in- 
dicate the service will reduce the 
over-all fuel consumption 25%. 

The steam and electric generat- 
ing plant, with necessary under- 
ground heat distribution lines and 


} 
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| ‘Order your Gulf — 


consists 


=o] Oil 


This powerful outdoor campaign for GULF Fuel Oil 
of 24-sheets, 3-sheets, 


l-sheets and car cards. 


Designed by CALKINS & HOLDEN, N. Y. C., and 
lithographed in brilliant color by CONTINENTAL. 


THE SEAL OF LITHOGRAPHIC MERIT 


— 


on in nti 1 ne nent la 


al 


electrical circuits, will be con- 
structed when the release of war 
materials permits. Steam service 
will be made available to every 
residential, commercial and in- 
dustrial building where it can be 
adapted to existing warm air, hot 
water or steam heating systems. 
There will be no need for indi- 
vidual furnace stoking or ash 
handling, and smoke nuisance will 
be abated, 
* * oe 

The gigantic reconstruction job 
in France is shown in the follow- 
ing official figures reported by 


American Overseas Advertising 
Service: 
Millions 
of Francs 


Excavation of mines, etc., 
and leveling ......... 
Rebuilding of 1,200,000 


46,000 


TOUOUNSIONS oie cas 900,000 

Rebuilding of 120,000 in- 
dustrial buildings . 100,000 

Reconstruction of agri- 
culture and industry.. 200,000 

Temporary housing 
(100,000 huts) ....... 30,000 
ae, Se ee eee 10,000 
1,286,000 


The above figures do not include 
repairs to port installations, na- 
tional defense equipment, the 
Navy, merchant marine, the fish- 
ing fleet or government buildings. 
French war damage is officially 
estimated to total 40 billion dol- 
lars. 

% * Bs 

A concerted community job- 
making plan, developed by the 
New Haven Council for Economic 
Development, is now in operation. 
The plan is said to be workable 
in both large and small communi- 
ties, according to Thomas I. S. 
Boak, chairman, who is works 
manager, Winchester Repeating 
Arms Company, division of Olin 
Industries, Inc. 

“Getting jobs at living wages 
for everyone who wants to work 
will enable us to solve easily most 
of the problems of the postwar 


period,” he said. “We are ¢4), 
cating our community to its op] 
gations. . . . everything we ' 
is in our community—and iM over 
community in the nation. 

“The New Haven Council | 15 
full-time staff with the followin 
committees already functio) ing 
Executive, research, prodi ‘jo, 
industry, foreign trade, sales ») a» 
agement, rehabilitation and om 
ployment, building and consi ry, 
tion, finance, transportation, trai, 
ing and upgrading, public 
tions, distribution and action 

“The New Haven CED plu 
simple in its essence,” Mr. | 
said. “We have assembled th 
most able leaders in our co» 
nity to inventory every possi 
job-opportunity within indy 
in stores, services, building an 
every other activity which 
duces or aids employment.” 


Gallup Poll Extended 
to 6th Foreign Country 


With the reorganization of th 
Dansk Gallup Institut of Copen 
hagen, Denmark, suspended dur 
ing German occupation, six for 
eign countries now have publi 
opinion reporting agencies aff 
liated with the American Gally 
poll and using its techniques. Th 
foreign Gallup polls are manage 
and directed in each country } 
citizens of that country, the rol 
of the American Gallup poll bein 
advisory. 

In the six foreign countries, th 
polls are sponsored by the press 
in Canada by 26 dailies, in Austra 
lia by five, in Sweden by 1], j 
England by the London New 
Chronicle and the Kelmsley chain 
in France by La Liberation, Pari 
daily, and in Denmark by severa 
dailies. 


Vita-Ray to Walsh 

Vita-Ray (Canada), Toronto 
has appointed Walsh Advertisin 
Company, Toronto, to handle it 
account. 


2-3 Years Demand Ahead 
for WORCESTER’S Wire Cloth 
and Poultry Netting 


TTT 
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Zones 440,770. 


“The outlook is good for the Wire Cloth 
and Poultry Netting Industry. The stocks of 
these products in the distributors’ ware- 
houses are practically nil, and it will take 
from two to three years to produce enough 
material to satisfy current demands and 
build adequate stocks in the mills and dis- 
tributors’ warehouses. 


The Industry faces no reconversion prob- 
lems as its manufactured products are the 
same in peacetime as in war.” 
sestes —G. F. Wright, President 
G. F. Wright Steel & Wire Co. 


Me ontec ten nacsanneseis 


WORCESTER, MASSACH USETTS 
GEORGE F BooTH PubGisher- 
ASSOCIATES, NATIONAL. REPRESENTATIV ; 


OWNERS of RADIO STATION WTAG 


Here is another business backlog — this time woven 
wire products — to influence the Worcester Mark«', 
postwar, in greater buying income. Blanket coverc 
of this market is available with the Telegram-Gazet' 
circulation: over 130,000 Daily, and 80,000 Sund 
City Zone Population 235,125. City and Retail Tro 
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Advertising Age, May 28, 1945 


ew Publications 
Seriously Delayed 
by Truck Strike 


(Continued from Page 1) 
any was able to print and bind 
ife and Time and ship them out 
y rail without any loss of time. 
arts of Life are printed at other 
jlants here, but somehow or other 
the circulation staff refuses to 
ay how—these_ sections were 
rought to Donnelley during the 
trike. 
The three largest printers, Don- 
elley, Cuneo Press and W. F. 
Hall Printing Company, as well 
s some other plants on railroad 
idings, made use of railroad cars 
9 get magazines from their plants 
9 the post office here or to rail- 
oad depots where they could be 
roken up for shipment over the 
ountry. Trucks usually are used 
or that initial movement. 
Among smaller-circulation mag- 
pines held up were the weekly 
lorists’ Review, printed by Cuneo 
and delayed several days until 
reight cars could move copies 
ut, and New World, Catholic 
weekly, also delayed getting away 
rom Cuneo’s plant. 


AFof L on Job 


One big reason why more maga- 
ines weren’t hurt is that the 
triking drivers operate only about 
alf the unionized trucks in the 
ity. About 7,000 drivers here are 
embers of the AF of L teamsters 
ynion, which did not strike, al- 
hough these drivers were dissat- 
sied with a WLB order affecting 
heir own wages—the very same 
rder that led the independent 
mion members to strike. The AF 
{L drivers hauled a lot of plates 
nd paper here during the strike 
riod. 

Chicago’s paper salvage drive 
uffered a 2,500-ton setback during 
he strike, that much paper hav- 
ng been burned as the department 
tores and other waste paper 
ourcees accumulated more than 
hey could handle. 


akon-Yeast Launches 
adio Promotion 


Bakon-Yeast, Inc., New York, 
lanufacturer of a smoked brewers’ 
east of the same name, has ap- 
winted John A. Cairns & Co., 
lew York, to handle a campaign 
hich has already opened with 
radio program over WHN, spon- 
red in cooperation with Dugan 
ros. of New York, Inc. The yeast, 
powdered form, may be used on 
ggs, thus producing a bacon-and- 
g flavor, on fish, in soups, as 
ors d’oeuvre, etc. 
The product, introduced through 
ood stores and restaurants about 
wo years ago, now has a thin 
ational coverage. 


etri to Sponsor 
&R Package Show 


The “Sherlock Holmes” pro- 
ram, purchased as a “package 
eal” by Young & Rubicam, Hol- 
ywood, has been re-signed for a 
iree-year period, it was revealed 
ast week by Glenhall Taylor, 
tho will supervise its production 
or Y&R. 

Latest sponsor of the program 
§ Petri Wine Company, San Fran- 
isco, for which the show will be 
rec over the Don Lee-Mutual 
€twork Monday nights. 


Vk 


'F Flint promised advance- 


eu! —— not advances!” 


R. S. MANIGAULT 


Charleston, S. C., May 22.—Rob- 
ert Smith Manigault, 50, publisher 
and president of the Charleston 
Evening Post and News & Cour- 
ier, and president of Station 
WTMA, died at his home here 
May 12. 

Leaving college in 1912, he en- 
tered the accounting and adver- 
tising departments of the Evening 
Post, of which his father, Arthur 
M. Manigault, was president. Mr. 
Manigault, following service over- 
seas in World War I, became pres- 
ident and publisher of the after- 
noon newspaper upon the death 
of his father in 1924. 


WILLIAM M. BRANDON 
Davenport, Ia., May 22.—Wil- 
liam M. Brandon, 52, vice-presi- 
dent and secretary of Central 
Broadcasting Company, Des 


Moines, operator of Station WHO, 
and of Tri-City Broadcasting Com- 
pany, Davenport, operator of Sta- 
tion WOC, died May 18 after a 
heart attack. He had been secre- 
tary of the two broadcasting com- 
panies since 1931. 


ROBERT COLLIER 

Los Angeles, May 24.—Robert 
Collier, 48, West Coast public re- 
lations director for Ford Motor 
Company, since 1942, died sudden- 
ly May 19 in a Los Angeles hos- 
pital following a heart attack. He 
was associated with the film in- 
dustry and Consolidated Aircraft 
before joining Ford. 


JOHN R. ROBERTSON 


Toronto, May 22.—John Reid 
Robertson, 53, president of the 
E. L. Ruddy Company Ltd., poster 
advertising, died at his home here 


May 16. Joining the E. L. Ruddy 
Company more than 25 years ago 
as a salesman, he was appointed 
president 15 years ago. 


JUAN ALMONTE 


New York, May 23.—Juan de 
Jara Almonte, 65, assistant to 
Niles Trammell, president of NBC, 
died here of a heart condition on 
May 19. Joining NBC in 1927 as 
a member of the sales depart- 
ment, Mr. Almonte was night 
sales representative for the net- 
work and later night general man- 
ager, before becoming assistant 
to the president. 


EDMUND D. GIBBS 


Bronxville, N. Y., May 22.—Ed- 
mund D. Gibbs, 81, former adver- 
tising director of National Cash 
Register Company, Dayton, died 
here May 18. Mr. Gibbs was a 


65 


member of the Advertising Club 
of New York. 


LEWIS STEPHENSON 


New York, May 25. — Lewis 
Stephenson, 64, account executive 
for 26 years with McCann-Erick- 
son, died of a heart attack today 
at his home in Mt. Vernon, N. Y. 
Joining McCann in 1919 after 
serving as advertising manager of 
Landers, Frary & Clark, New 
Britain, Conn., Mr. Stephenson 
handled Hood Rubber Company, 
footwear division of B. F. Good- 
rich, American Gas Association, 
Consolidated Edison Company, 
and other accounts. 


Keffer Appointed 
Percy B. Keffer has been ap- 


pointed general manager of the 
Leader-Post, Regina, Sask. 


Why we peek into Johnny’s 


The books Johnny studies in the public 
schools are a gift from his older and more 
experienced fellow Americans. They 


cost him nothing. 


They are designed to make Johnny a 
well-informed citizen—that is why 


they are free. 


the American Legion has had a deep 
interest in Johnny’s books, a common 
interest with all America’s educational 
organizations—the National Education 
Association, the United States Office of 
Education, the National Congress of 
Parents and Teachers. 


American 


book bag 


our young may not digress to the 
interests of the few. 


It was this work which established 


Education Week—more than 


ten million parents and friends of 
America’s school children take part in 
this great program every year. 


They should give him the discernment 
to distinguish the ways of liberty from 
those of license. They should enable him 
to become an intelligent elector. They 
should furnish the enlightenment that is 
essential to his freedom. 


That is why they are a concern of the 
American Legion. 


For more than a fourth of a century 


One thought is in all minds—that an 
American education is the rock of 
America’s freedom. 


All work with one viewpoint—the 
strengthening of adherence to 
constitutional government, the downing 
of un-American concepts and teachings. 
And to interest many in the conduction 
of our schools so that the schooling of 


It is one of the most important tasks 

the American Legion has ever 
undertaken, yet it is only one of the 
many and vast youth programs the 
Legion sponsors—all of which converge 
upon a single great goal: 


To solidify Americanism, to life-insure 
liberty, to maintain the might of our 
democracy. 


THE AMERICAN LEGION maintains 15 year-round 
youth activities, sustains interest of all members 
through the pages of The American Legion Maga- 
zine, suggesting, inspiring, helping. 
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Stage All Set for 


Reconversion, But 
Army Refains Key 


(Continued from Page 1) 


chines are to be on an “all-out” 
basis nine months after conversion 
Starts; electric ranges nine 
months; non-jeweled clocks and 
watches seven months; mechanical 
refrigerators 12 months; domestic 
laundry equipment six months; 
electric fans four months; photo- 
graphic equipment 44% months; 
metal office furniture and flatware 
three months; vacuum cleaners 
four months; small electric appli- 
ances, metal caskets and bedding 
three months; jeweled clocks and 


Sr 


of material and equip- 
ment sold to the BAK- 
ING INDUSTRY may 
uncover new sales and 
advertising opportunities 
from the information 
which is contained in Bak- 
ers Weekly’s ‘‘Aditorial’’ 
on page 34 in this issue of 
Advertising Age. 


watches 12 months; sealed beam 
lamps, lawn mowers and fishing 
tackle six months; pianos seven 
months; bicycles five months, 
and typewriters three months. 
Other reconversion lags are: 
cast iron radiators three months; 
commercial cooking and _ dish- 
washing equipment two to three 
months; domestic cooking and 
heating stoves five months; elec- 
tric water heaters two months; 
heating controls three months; 
oil burners three months; warm 
air furnaces one month; printing 
trades machinery eight months; 
barber and beauty appliances one 
month; cash registers four months, 
and office machinery three months, 


Big Changes in Economy 


Some idea of the changes that 
will come over the economy might 
be implied in the difference be- 
tween the current $3,561,529,000 
quarterly war output of the 72 
industries, and their contemplated 
$2,507,006,000 “all-out”? peace pro- 
duction. 

The auto industry would drop 
more than a billion dollars from 
the $2,152,500,000 war output it 
produces each quarter; the me- 
chanical refrigerator industry 
product would fall from $141,- 
225,000 quarterly to $93,251,000; 
the printing trades machinery in- 
dustry from $63,070,000 to $39,- 
100,000. 

Conversely, typewriter manu- 
facturers would step up output 
from $17,500,000 to $30,000,000 per 
quarter; 35 mm. motion picture 
equipment producers from $1,323,- 
000 to $10,230,000; cast iron sani- 


tary enameled ware from $4,000,- 
000 to $55,000,000. 


Prices Cause Concern 


Still causing concern, in addi- 
tion to the uncertainty over sup- 
plies of materials, is the OPA 
position on prices. Despite a state- 
ment that most goods will be re- 
turning to the market at substan- 
tially the prewar price, the prac- 
tical problems of labor and ma- 
terials costs continue to leave 
OPA’s position in question. 

Pressure against the OPA pol- 
icy of requiring absorption by 
wholesalers and retailers contin- 
ues to mount, with the U. S. Cham- 
ber of Commerce asking discon- 
tinuance of the policy. OPA Chief 
Bowles takes the position that 
manufacturers’ prices would be 
fixed at 1942 levels plus markups 
for increased materials and labor 
costs, but that wholesalers and 
retailers can absorb most of the 
difference. 


May Operate at Loss 


Surveys of the automobile in- 
dustry have already indicated a 
prolonged period of less than 
“break even” production, which 
might call for a substantial in- 
crease over prewar prices, and 
there has been considerable dis- 
cussion of the possibility that the 
new cars will be sold for consid- 
erably more than the prewar price. 
The cars, and nearly 500,000 me- 
chanical refrigerators authorized 
last week, will be offered to es- 
sential users until production 
reaches a rate sufficient to war- 
rant a free market, WPB has an- 
nounced, 


During the week, WPB revealed 
that refrigerator and washing ma- 
chine production would get under 
way during the third and fourth 
quarters of this year, as scheduled 
programs, with the output of both 
industries largely reserved for es- 
sential users. 


Little for 1945 


According to the plan, 265,000 
mechanical refrigerators are to be 
made during each quarter and 
350,000 washers per quarter, with 
quotas provided for both old and 
new manufacturers. The refrig- 
erator industry advisory commit- 
tee was told that production prob- 
ably would not be sufficient to 
provide machines for distribu- 
tion through regular trade chan- 
nels until 1946. Washing machines 
may be available for retail distri- 
bution in small quantities by late 
1945. 

Both industries were offered a 
production formula for the sched- 
uled civilian goods output which 
left production quotas largely to 
established firms, with each firm’s 
share to be determined by WPB. 

Of the material allocated for 
refrigerators, 15% would be set 
aside for manufacturers who have 
not previously made refrigerators, 
and 85% for those with “an his- 
torical pattern” of refrigerator 
vroduction. 


Quotas Assigned 


Production quotas would be as- 
signed to old and new firms in ac- 
cordance with the consumer dur- 
able goods division’s estimate of 
their individual capacity based on: 
1. Machinery and floor space con- 


Apollo's feeling better now... 


Y I \HE'RUMOR is around that when Apollo 
| HL first did his daily milk run across the 
sky there was no radio in his chariot. Pretty 


tiresome ride it was. 


That’s been fixed. Apollo has a long-term 
arrangement with WTOP. His ride is now 


one long and happy smile. 


Washington gets up early. Alas, as early 
as daybreak. Government offices open early. 


and gags capably mixed by a distant relative 
of Joe Miller, “Uncle Bill” Jenkins. It sed/s 
...and “Uncle Bill” has a style that peddles 


How is this wonderful magic wrought? 
First by a program called Corn Squeezin’ 


Time—a seasoned porridge of platter-patter 


Any day now we expect to see Apollo yell 
“Whoa? pull up to the curb, tell the boy 
to hold everything while he steps in to buy 


anything from diamonds to doughnuts. 
Then two news periods to bring Washing- 
ton up to date on what’s happened since the 


the matter will h~ nursued promptly. | 


* CBS Listener Diary Study (February 1945). 


Tough for Washingtonians. Something must 
be done. Something is. WTOP does it: 

For three solid hours (6 to 9) WTOP 
broadcasts such a procession of good nature 
that Washington families give WTOP a 
share-of-audience TWELVE percent higher 
than the next-best Washington station— 
TWICE the listeners of station No. 3 
THREE TIMES the listeners of station No.4.* 


REPRESENTED BY 


RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


morning papers went to bed. 
Then redhead Arthur Godfrey, whistling, 
talking, commenting, ad-libbing, and salut- 


Fite Migode 


ing joyous sponsors who can’t be pried off 
him with a jimmy. 
This daybreak pageant is shared by 36 dif- 


ferent sponsors, only because their goods and 
services sell. They sell only because WTOP 


has put Washington in the mood to buy. 
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_ WASHINGTON’s 
50,000 Watt Station 


Advertising Age, May 22 


trolled by the applicant: 2 
gineering skill as evidenc 
prewar production; 3. avail, 
of labor. Whenever possible 
manufacturers would be a! 


to use a larger percentage of ; 


available capacity. 
The plan for washing ma 


is similar except that onl, 
of the quota will be earm:, 


for new firms. The decisi 


program production of the , 
sumer goods was prompted b 
unbalanced supply of critica] o 


ponents, WPB explained. 


Meanwhile WPB appointed 
near| 


conversion chairmen” for 


400 industries to consult and ad 


vise individual industries on 


lems affecting machine tools. 


a 
prol 
cor 


struction and materials for reco, 


version, 


W]Z Will Present 


LaGuardia in 
Monthly Series 


New York, May 24.—May 


H. LaGuardia, New York’s 


or & 
fier 


“Little Flower,’ who has decide 


not to run for reelection 


ne} 


fall, will start a series of month! 
broadcasts over WJZ, key statio 


of the 


American Broadcastin 


Company, next Thursday evenins 


May 31, 7:30 to 8 p.m., EWT. 


The series, titled “New 


This Month,” will be heard on th 
last Thursday of each month. J 
will be in addition to the mayor’ 
regular weekly “Talk to the Peo 
ple,” broadcast over New York’ 


municipal station, WNYC. 
Announcing the new 

John McNeil, manager of 

said that the invitation 


ago. “New York This Month 


possible range and 
people of the metropolitan 


of anything and everything tha 
enters into the daily life of th 
American people.’”’ The mayor wil 


not be paid for it. 
The New York Daily 


pointed out that “the question o 
it (the new program 


whether 
will be sponsored doesn’t 
wholly on LaGuardia. Even 


series 


to th 
mayor was extended six wee 
7 a 
announcement said, “will make i 
possible for Mayor LaGuardia t 
comment on subjects of the wides 
inform th 


Yor 


WJZ 


areé 


New 


res 
if h¢ 


consents to a sponsor, there’s ¢ 
question of whether a sponsor wil 
consent to him. Another thing, i 


the station’s 


sales departmen 


doesn’t think he’s hot enough t 


sell oaties or seltzer ... he 


won" 


be recommended for sponsorship. 


Refuse Shopping News’ 
Request to Sell Copies 


The War Production Board ha 
refused a request of the Shoppin 


News, Springfield, Mass., t 


its weekly advertising pu 
tion. The Shopping News 
distributed free to a circu 


of 63,500 in Springfield and 


rounding towns, was Org 


» se 


blica 


nov 


latiog 


sur 


inize 


several years ago by local adver 


tisers who protested that w 
four Springfield dailies own 
the same organization, they 
forced to run their ads in a! 
papers. 

WPB also turned dow: 
paper’s request to change 
daily, but stockholders ar 


pected to request this action ag 


after the war. 


Dunk Moves N. Y. OF 


Howard W. Dunk, merc! 


; |ing and premium advertisi! 
something from the 36 sponsors. | 


How would you like to sell something to 
Apollo? Pray consult us, or Radio Sales: 


sultant, and former secret 


‘the Premium Advertising A 
| tion 


of America, has mo\ 
New York office from 50 
Ave. to 45 W. 45th St. 
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~ WSiandard Stations 
L« lt a 
: liMay Be Given Use 
Of the 
“fof New Channel 
achin Washington, May 23.—In a ten- 
ly 5@itative frequency allocation for 
Morkefithe ow end of the radio band, the 
S10. iircC proposed today to open the 
© COnmMfpighly desirable 540 ke channel, 
by th just below the present 550 to 1600 
al conmfi,and, for standard broadcasting. 
Decision to turn over the 540 
€c “rai -hannel, now used by the govern- 
cari ment, to commercial standard ra- 
‘NG adi gio represented a compromise from 
OrObM the suggestion made by the indus- 
ls, Cor try at the frequency allocation 
recon earings last October, when it was 
asked that both 530 and 540 be 
opened to broadcasting. 
nt No decision has been made yet 
as to the number of new stations 
the 540 channel will accommo- 
date, the commission said, or 
whether the channel will be used 
; by local, regional or clear channel 
proadeast stations. 
ayor Over 180 Applications 
s fier At the present time, FCC 
decide@ ninted out, 928 standard stations 
nh NeMMare operating and 23 others are 
nonthi#™under construction. More than 
Statioglig0 applications for new standard 
icastin stations are pending in the com- 
‘Veningmmission file. 
NT. The commission estimated that 
v Yorlis4% of the standard receiving sets 
| on th@™now in use would be able to pick 
nth. Wup the 540 channel without adjust- | 
mayor@™iment. It warned, however, that} 
he Peofithere was no indication at this | 
York'@itime when the government would | 
_ Bbe able to vacate the channel. 
series In addition to enlarging the 
{ WJ@™standard band, the report proposes | 
to th@#i20 channels for short wave, some | 
week#of which will be available to the| 
th,” th@#iunited States for direct interna- 
make ifMtional broadcasting; and provides | 
irdia t@for amateurs, aviation and distress | 
 widesM service. On direct short wave | 
‘m th@>roadeasting, the commission said: | 
in are@™i*The furthering of international | 
ig thaffunderstanding and amity hereafter | 
of th@will require international broad- | 
yor Wii casting as urgently as it has been 
required during wartime. | 
New “No technique such as the trans- | 
tion OM@mission of U. S. broadcasts over 
ogram Mipoint-to-point facilities for re-| 
't resMibroadcast over domestic facilities | 
n if h@fin foreign countries can take the | 
eres @oplace of direct broadcasting to lis- | 
“7 will@teners abroad.” 
ing, 1 


Argument on the proposed re-| 


artmen@™port is set for June 20. 


ugh t¢ 
« ingUnion Pacific | 
orship. 
Advances Northcott | 
ews MH. B. Northcott, since 1936 as- | 
; stant general passenger agent in | 
les charge of the company’s advertis- | 
ard haf™ng, has been appointed general 
hopping@#dvertising manager of Union Pa- | 
to sel@tific Railroad, with headquarters | 
yublicagf/#at Omaha. 
s, nOW™ Following World War I, Mr. | 
sulatiog™§Northeott joined the Department | 
nd surg#of Tours maintained by the Union | 
ganize@@Pacific and Chicago & North West- | 
adver@™#rn railroads in Chicago. He went | 
with alto Omaha in 1927 as chief of the 
med bg™-nion Pacific’s correspondence bu- | 
‘y werg™@reau, and was named advertising 
all foug™gent in 1929. 
n th . 
 , #llis to Stovel 
re eX#@™ Harold Ellis has been appointed 
n agai@Montreal manager of National 
on ' Monthly, and of Stovel 
business Publications, with offices | 
ince HB tie Canada Cement building. 
bondi’ vas formerly assistant to the 
ne conf’ lent of Brandram-Henderson 
try ogg°™pany, Montreal, in charge of | 
\--ociaggr Using. 
\ nl 
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Ads Plug Specific 
Richelieu Foods 
in Chicago Test 


Chicago, May 23.—A test ad- 
vertising campaign in newspapers 
here during the past six months 
by Sprague Warner division of 
Sprague Warner-Kenny Corpora- 
tion has greatly increased sales of 
the company’s long list of Riche- 
lieu food products, largely by in- 
ducing grocers and consumers to 
buy seasonal and slow-moving 
items. 


Mentions Three Items 


The test plan, worked out by 
the packer’s officials in conjunc- 
tion with Newby & Peron, Inc., 
its agency, calls for emphasis on 
specific Richelieu items in ads run 
by Sprague Warner—each 300 or 
350-line insertion mentioning, 
first, a leader item; second, one 
other product currently in stock 
and, third, Richelieu coffee. The 


ads run in Chicago’s evening news- 
papers, the Herald - American, 
News and Times. 

The independent - grocers’ to 
whom the company sells are in- 


Barbour Named President 
of Toronto Adclub 


Roydon M. Barbour, manager of 
Saturday Night Press, has been 


formed by Sprague Warner of | elected president of the Advertis- 


items to be promoted, sufficiently | 


ing & Sales Club of Toronto, suc- 


in advance of schedules to permit | ceeding Lee Trenholm, director of 


grocers to stock the items. The 
they can rely on the company 
itself to force the selection and 
purchase of such items as mus- 
tard, mayonnaise, etc., which do 
not ordinarily move as fast as 
canned goods. 


Consumers Informed 


The campaign also permits the 
company to inform consumers of 
items they may find on their 
grocers’ shelves during any one 
week or month. The ads have re- 
sulted in considerable increase in 
sales of the Richelieu line, far 
greater than resulted from pre- 
vious institutional advertising by 
the company, officials report. 

The test here will be completed 
in about two months. 


blic relations, Und d Elliott 
plan helps the salesmen Seestinn (tn ee ee eee ee ” 


Fisher Ltd. 

R. H. Rough, president, Transit 
Advertising Company Ltd., was re- 
elected vice-president. Donald M. 
Springer, president, Toronto Fuels 
Ltd., was named treasurer, and 
Evan W. Hayter, with the advertis- 
ing department of Goodyear Tire 
& Rubber Company Ltd., secre- 
tary. 


Smallwood Appointed 


R. H. Smallwood, for the past 
10 years advertising manager of 
Wm. A. Ziegler Company, Min- 
neapolis, distributor of construc- 
tion, railroad and industrial ma- 
chinery, has joined American 
Hoist & Derrick Company, St. 
Paul, as sales promotion manager. 
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‘Buys Young-Quinlan 
| Henry C. Lytton & Co., Chicago, 
[has purchased Young - Quinlan 


|'Company, Minneapolis, apparel 


and accessories store. 
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PRINTING PRODUCTS CORPORATION 


Equipment 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e« PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Preceed- 

ings of Conventions, Directories, College ‘and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
I. ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


and Organization 


Should Know What 


Can Do For Them 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
part of printing orders in which we specialize —from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best. which state- 
ment is supported by customers, supply houses, credit agencies, First 


National Bank of Chicago and other banks. 
rates Printing Products Corporation and associates over $1,000,000 highest 


standing. 


because of up-to-date equipment and best workmen. 
because of automatic machinery and day and night operation, 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


7 oducls Corporation 
(THE FORMER ROGERS & HALL 


Sain 


LUTHER C. ROGERS 
Chairman and 
Management Advisor 
L. C. HOPPE 
First Vice-President, 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


is umusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality... 
Advertising Counsel is given on Methods, Copy and Illustrations. 


Dun & Bradstreet, Inc., 


(The former 


setting. 


desired. 


as fast as 
Mailing 


completed. 


printing is 


COMPANY) 


PRINTER SPECIALISTS 


* 


Artists 


Engravers 


¢ KElectrotypers 


Telephone Wabash 3380—Local and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


A large, efficient and completely 
equipped printing plant. 


Rogers & Hall Com- 


pany plant) 


New Display Type 


for all printing orders. 
Clean Linotype, 


Monotype and Ludlow type- 


All Standard Faces 


of ‘type and special faces, if 


Good Presswork — 
one or more colers. 


Facilities for Binding 


the presses print. 


and Delivery 


service as fast as copies are 


A SAVING is often obtained 


in shipping or mailing when 


done in Chicago, 


the great central market and 
distributing point. 


H. J. WHITCOMB 


Vice-President and 
Assistant Diwector ef 
Sales 
L. C. HOPPE 
secretary 
W. E. FREELAND 
Treasurer 
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Radio and Video 
Postwar Influence 
Discussed at Meet 


New York, May 24.—The role 
which radio and television will 
play after the war, to sell along 
with other media the many new 
products available to the public 
after civilian production is under 
way, served as the keynote of the 
first annual conference on radio 
and business sponsored by the 
school of business and civic ad- 
ministration of City College of 
New York this week. 

Dr. Harry N. Wright, CCNY 
president, pointed out that indus- 
try must be ready to sell these 
new products to the American 
public with new plans and tech- 
niques, and only through these 
sales can the problem of postwar 
jobs be answered. 

In an “appraisal” of radio pro- 
gramming, Clarence L. Menser, 
NBC vice-president in charge of 


|programs, said that many of to- 


|day’s programs are put on the air | 


|after hurried and inadequate prep- 
aration, a state of affairs that 
should be remedied if radio is to 
grow with its audience and con- 
tinue as entertainment “for the 
people.” 

Mr. Menser mentioned specifi- 
cally the letdown in program fare 
during the summer months—a sit- 
uation to be deplored if a sponsor 
wishes to maintain the audience 
he already has. He criticized the 
way in which advertisers, who 
know when they sign a network 
contract that the star will take a 
summer vacation, do nothing about 
a summer replacement until al- 
most a week before the hot weath- 
er substitute is to go on the air. 


Reviews Bureau Plan 


At the session on measuring the 
selling effectiveness of _ radio, 
Hugh N. Feltis, president of the 
Broadcast Measurement Bureau, 
reviewed the BMB plan, which 
will get under way in June, and 
reported that 514 stations have 
subscribed to the coverage plan, 
pledging a total of $770,000. 

C. E. Hooper, president of C. E. 
Hooper, Inc., New York, reyealed 


for the first time an experimental 
technique to discover brand pref- 
erences which has been applied 
commercially to a limited number 
of programs for a year and a half 
period. 

The technique takes homes lis- 
tening to a program on the one 
hand and a cross section of ran- 
dom telephone homes on the other, 
with studies made at 60-day in- 
tervals, and questions identical on 
all calls. Questions are: 1. What 
brand of (for example) toilet soap 
did you last buy? and 2. Do you 
ever listen to a radio program 
called broadcast at ...... 
o’clock on network? 


Trends Shown Quickly 


The answers from the “cross 
section,” Mr. Hooper reported, 
produce trends which have thus 
far served to inform the clients, 
within 15 days of the measure- 
ment, of the immediate effect on 
the entire competitive field of: 1. 
A new advertising campaign by a 
competitor; 2. The effect of a com- 
petitor’s sampling campaign; 3. 
The effect of a radical price change 
in a competitive product; 4. The 
effect of a new advertising appeal 
by a competitor; 5. The effect of 
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Advertisers in HOSPITAL MANAGEMENT get 
results promptly because in addition to very deep 
penetration into the administrative structure of 
hospitals our total net paid hospital circulation of 
5,629 subscriptions supplies very thorough cover- 


age of the 6,655 hospitals 
American Medical 
others not recognized. 


And, the near-doubling of our circulation in 
the last four and one-half years is proof of high 
type of editorial performance which is winning 
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new readers every month. ioe 
Coverage, penetration, and solid influence _ | 
with readers are factors which can be applied to | | 
the sale of your products in this market. Why = al | 
not get complete details at once? No obligation. oe a Se ae i : i ; F 
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The Only Hospital Publi- 
cation witch ts a 
of both the ABC 


member 
and ABP, 


‘recently appointed C. L. 


~studia 


Viena pemnet 


106 E. OHIO STREET, CHICAGO 11 


wartime ingredient shortages on 
use of his own and competitive 
products. 

Results are supplied the client 
on his own and each competitive 
product in the form of three con- 
tinuous indices—per cent of homes 
using type of product, brand rating 
and share of market. 


Goldblatt Stores 
Sponsor 312-Hour 
WGN Radio Series 


Chicago, May 22.— Goldblatt 
Brothers, one of the largest retail 
advertisers in the Chicago area, 
yesterday began sponsorship. on 
Station WGN, Chicago, of a full 
hour’s time daily, Monday through 
Saturday in a series totaling 312 
hours. The sponsor operates 
13 department stores in this area. 

The hour-long period will be 
divided into four quarter - hour 
shows, and will include “Record 
Reveille,” 7-7:15 a. m.; “Meet the 
People,” 12-12:15 p. m; “Musical 
Merry-Go-Round,” 4:15-4:30 p m., 
and “Your Girl Friend,” 10:45- 
11 p. m. CWT. 

All the shows will be exten- 
sively promoted by Goldblatt 
Brothers in newspaper advertise- 
ments, counter cards and window 
displays. Contract for the 52-week 
series was placed through Schwim- 
mer & Scott, advertising agency 
handling the account. 


‘True Story’ Grants 
$30,000 for New 
Brand Survey 


New York, May 23.—To conduct 
a study of the importance of per- 
sonal recommendation in brand 
movements under Dr. Paul A. 
Lazarsfeld, True Story has made 
a grant of $30,000 to the Columbia 
University bureau of applied so- 
cial research, 

The survey will continue along 
the same lines as the study on 
opinion leadership made in 1940 
in Erie County, O., under Dr. 
Lazarsfeld’s direction. Several re- 
cent trips under True Story’s 
sponsorship have just been made 
to set up procedure for the new 
survey. 

This will take place next month 
in Decatur, Ill., and will be con- 
ducted along the same lines as the 
political survey except that it will 
attempt to measure the same phe- 
nomena among brand movements. 

Results of the poll, however, are 
— expected to be ready until 
1946. 


David Zipprodt Named 
CFAC President 


E. David Zipprodt, vice-presi- 
dent of Zipprodt, Inc., has been 
elected president of the Chicago 
Federated Advertising Club, suc- 
ceeding M. Glen Miller, Chicago 
agency owner. 

Other new officers for the 1945- 
46 year are: First vice-president, 
Richard F. Drake, advertising 
manager, Felt & Tarrant Mfg. 
Company; 2nd vice-president, Ruth 
V. Barr, secretary-treasurer, Rus- 
sell T. Gray, Inc.; 3rd vice-presi- 
dent, Fred H. Jones Jr., in charge 
of advertising, Rockwell-Barnes 
Company; and secretary, William 
R. Stewart, publishers’ representa- 
tive. Chester L. Price, advertising 
and publicity manager, City Na- 
tional Bank & Trust Company, was 
re-elected treasurer. 


“Saturday Home’ List 


Saturday Home Magazine, which 
Starr to 
its eastern sales staff, is distributed 
only by the Chicago Herald-Amer- 
ican and the New York Journal- 
American. A previous announce- | 
ment of Mr. Starr’s appointment | 
in ADVERTISING AGE stated that| 
the magazine was also distributed | 
with the Boston Record & Ameri- 
can. | 


Southam Resigns | 

F. N. Southam, president of | 
Southam Company Ltd., Montreal | 
publisher, has resigned that post 
to become chairman of the board. 
Philip S. Fisher, vice-president 
and managing director for several 
years, will become president and 
managing director. 
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Continuing Seric ; 
for Bonds Begu: 
by Park & Tilfor:! 


Ce 

New York, May 23.—A con<j; noid 
tent campaign plugging the .,j@—"” a 
of war bonds is being laun: he a 
by Park & Tilford this month a 
Running in 60 metropolitan n: ws tte 
papers throughout the Unite” 
States, the insertions will appeage’ * -4, 
monthly during the year. a 
The copy theme is based upo or 
incidents in the nation’s histor a ret 
which reflect the country’s demogf?->. ifn 
cratic traditions. The first adverjm 2°” f 
tisement dramatizes the Gettysgq” a 
burg address. The June insertio nas ee 
will have as its theme the firs ith V 
American flag. wit ai 
The 800-line advertisements wi] os . " 
mention Park & Tilford only ; i 
a signature box at the bottom. branc 
Charles M. Storm Company ili : 
New York, is the agency. ory 
BIG CALVERT SCHEDULE oo as 
PROMOTES WAR BONDS) 0)'"" 
New York, May 23.—Calverfilje con 
Distillers Corporation will chang@problen 


its advertising during May and 
June to promote the sale of wa 
bonds. Full-page, full-color adver 
tisements will run in Collier’s and 
Liberty. Copy theme is a tributg 
to patriots who sacrifice to bu 


lagencie 
governr 
vertisin 
soon bi 
coopera 


bonds. Rai 

Insertions also will appear twicé tt 
in a list of 258 newspapers fromm, “S re 
coast to coast. Copy will emphag™eP@? 


what i 
quire a 
ance, a 
fo on 
War A 
ther § 
amount 


size the importance of war bond 
purchases as a means of saving 
lives. 

In addition, Calvert will extend 
the theme into outdoor and ca 
cards, and will distribute 50,00( 
posters to retailers. 


Lennen & Mitchell, Inc., Ney or 
York, is the agency. enditu 
; 3 - staff w 
Continental Air Lines 141,000 
° in 1944 
Appoints Duff, Uhl sr ae 
Donald A. Duff has been ap@Jand ne 
pointed executive assistant iments » 
charge of traffic and sales by Con@§door ir 
tinental Air Lines, Denver, sucq#ioo w 
ceeding Paul J. Carmichael, wh@Jsponsor 


has resigned as general traffic and 
cargo manager to expand his op 
erations in the ranch business. A 
the same time, Continental ha 
named Joseph Andrew Uhl as as For ¢ 
sistant to the president, to act aggo® am 
contract coordinator and liaisomg’ce ‘ 
man between the airline and th@g’°Sts, 


$1,500,¢ 
Pre 


Continental-Denver Modificatio ontrib 
Center. — 


Mr. Duff has been executive as 
sistant for Continental for tw4 
years, handling special public re 
lations assignments, as well 4 
municipal, state and governmenta 
relations. Previously he was gen 
eral traffic and sales manager fo 
Northeast Airlines, Boston. Mr 
Uhl was formerly president of the 
Pueblo Savings & Trust Company 


Mutual Board 
Meets in Chicago ee | 


At the Mutual Broadcastin mats, 
System’s board of directors meet@worth 


ing in Chicago last week, Linu 
J 
@ 
5 


100. 
Simi 


at a co 
resultes 
In 1,15 
$224.55 


Travers, executive vice-presiden 
of the Yankee Network, wa 
elected a member. 

Other business at the lose 
sessions included discussions 9% 
sales, programming and station 
relations. 


Agnew Promoted 


Keith Agnew, for many ye 
the sales staff of Stokle 
Camp of Canada, Essex, Or 
been appointed assistant 
manager, 
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Fconomy Drive 
‘fhreatens OWI's 
‘Ad Department’ 


Continued from Page 1) 


in mobilizing advertiser and media 
upport for government informa- 
ion campaigns. They say Con- 
bress and the press seem to have 
orgotten the demand that arose 
ior 2 central government informa- 
‘jon clearing point, after editors, 
radio station managers and ad- 
vertisers had found themselves 
besieged by dozens of local and 
Washington representatives of a 
host of government agencies, all 
in need of media support. 

“Some people may think that 
with V-E Day the government 
campaign job is finished,’ Dave 
Frederick, chief of the domestic 
branch, cautions, “but our books 
show that many needs—economic 
stabilization, ‘Beat Japan,’ Mer- 
chant Marine recruiting, paper and 
tin salvage, food, and veterans’ 
problems among them—will be 
continuing, and new problems will 
be coming up. Some of these 
problems involve a number of 
agencies. Unless someone gets the 
government agencies together, ad- 
vertising and media people will 
soon be confused and unable to 
rooperate.” 


Raises Advertiser Support 


As the government “advertising 

department,” OWI determines 
what information campaigns re- 
quire advertiser and media assist- 
ance, and the emphasis that will 
g. on each campaign. With the 
War Advertising Council and 
ther groups, it “buys” fantastic 
amounts of support for the govern- 
ment campaigns. 

In radio, for instance, for an ex- 
penditure of less than $100,000 for 
staff work, OWI mobilized $66,- 
141,000 worth of time and talent 
in 1944, offered to the war effort 
by advertisers, agencies, stations 
and networks. Regular arrange- 
ments with the car card and out- 
door industry resulted in $6,000,- 
000 worth of contributed and 
sponsored 24-sheet posters and 
$1,500,000 worth of car cards. 


Program Books Big Help 


For economic stabilization alone, 

one arrangement by which insur- 
ance companies pay production 
costs, and magazine publishers 
‘ontribute space, brings a monthly 
nessage to readers of publications 
with circulation totalling 50,000,- 
)00. 
Similarly, officials report, OWI’s 
brogram books for newspapers get 
results for the government at a 
minimum of trouble to the pub- 
lishers. According to the Adver- 
using Checking Bureau, the cur- 
rent “Beat Japan” ads, produced 
at a cost of less than $3,000, have 
resulted in 2,172,117 lines of copy 
in 1,186 newspapers, valued at 
$224,553. A cadet nurse cam- 
paign last February, costing OWI 
$875, resulted in 506 requests for 
mats, and in estimated $86,000 
Worth of newspaper space. 
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The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popu- 
lation. 


*independent Survey of Providence Bulletia 


N. Y. Special Libraries 
Elects Miss Simon 


Fannie Simon, librarian of the 
McCall Corporation, has been 
elected president of the New York 
chapter of the Special Libraries 
Association, succeeding Mrs. 
Louise Field, Twentieth Century 
Fund, who will continue as an ex- 
officio member of the board. Miss 
Simon joined McCall two and a 
half years ago after 13 years as 
librarian of McCann-Erickson, 
Inc. 

Other officers elected include 
Vera Knox, Tax Foundation, Inc., 
lst vice-president; Edith Stone, 
Simmons - Boardman Publishing 
Corporation, 2nd _ vice-president; 
Lisa B. Otto, Interchemical Cor- 
poration, secretary; Winifred Sew- 
ell, Wellcome Research Labora- 
tories, treasurer, and Rose Boots, 
Marvyn Scudder Financial Li- 
brary, director. 


Brumback Joins CBS 


Jack Brumback, formerly with 
KJBS, San Francisco, has joined 
CBS as manager of radio sales at 
San Francisco, succeeding Ole 
Morsby, who has enlisted in the 
Navy. 


ABC Adds Members 


Audit Bureau of Circulations 
has added the following members: 
Business papers: Canadian Busi- 
ness and Canadian Mining & 
Metallurgical Bulletin, Montreal; 
Cotton Trade Journal, Memphis; 
Fibre Containers, Chicago; Indus- 
trial Arts & Vocational Education, 
Milwaukee; Industrial Relations, 
Chicago; Luggage & Leather 
Goods, and Showmen’s Trade Re- 
view, New York; Board of Trade 
Journal, Toronto, and Women’s 
Reporter, New York; magazine: 
Down Beat, Chicago; and daily 
newspapers: Newsday, Bay Shore, 
N. Y.; American Press, Lake 
Charles, La., and Sentinel, Water- 
ville, Me. 


Changes Radio Tabs 


Station CJBC, Toronto, is cur- 
rently offering to listeners in its 
area to arrange for free installa- 
tion of push-button station-finding 
tabs on radio sets. The station will 
promote the plan by spot an- 


Shell Oil to Run 
‘Science’ Series 
in 31 Cities 


(Picture on Page 1) 


New York, May 23.—Shell Oil 
Company is launching a newspa- 
per campaign in 31 cities where it 
has refineries or division offices, 
with insertions of 600 lines to full 
pages to run monthly from now to 
the end of the year. 

The copy will be institutional in 
theme and will promote Shell as a 
leader in research in the field. 
Furthermore, it will attempt to 
show that because of the research, 
more jobs will be available in 
many fields. 

The first advertisement, titled, 
“Molecules live longer now,” gives 
several examples of Shell research 
in fields other than the creation of 
gasoline and oil. Sample copy: 
“Look to the ‘life extension’ of 
petroleum molecules for thousands 


an essential part.” 

As public relations advertising, 
there is a slug box which is 
headed, “A forward-looking com- 
pany serves the public in all four 
ways.” Copy divides the public 
into the consumer, community, 
employes and shareholders, and 
mentions the company’s obligations 
to each. 

J. Walter Thompson Company, 
New York, is the agency. 


Brush Adds Distributors 


Brush Development Company, 
Cleveland, manufacturer of crystal 
products and electronic instru- 
ments, has added the following 
distributors: Burlingame Asso- 
ciates, New York; Morris F. Tay- 
lor Company, Silver Spring, Md.; 
Terwilliger Sales Company, Kan- 
sas City, Mo., and David M. Lee 
Company, Seattle. 


‘Cattleman’ Rates Up 


The Cattleman, Ft. Worth, pub- 
lished by the Texas and South- 


push-buttons, still on many sets 
since the station changed its call 
letters from CBY to CJBC. 


nouncements and newspaper ads.|of new jobs. 
It seeks primarily to eliminate CBY|be indirectly employed by ‘oil’, 
making the plastics, drugs, fabrics, 


.. for men who will 


western Cattle Raisers Association, 
has issued rate card No. 2, effec- 
tive July 1, increasing advertising 
and laminated building materials|rates. The single insertion page 


in which petroleum molecules play !rate, formerly $125, is now $150. 


Lemon or LULU? 


With handlebar moustache, a checkered 
vest, and elk’s tooth charm, the old time 
auctioneer used to charm the public. When 
sales slowed, he’d hold up the mystery number , 
a sealed box, paper wrapped, tied with ribbons 
—the contents not disclosed. Handling it with 
dangling digit, like a diamond seller showing 
the crown jewels to a gold mine heir, he’d offer 
the unopened package . . . sight unseen. The 
purchaser never knew in advance whether he'd 
bought alemonoralulu... 

The first buyers of colorgravure also had 
to have faith and crossed fingers—because 
they had no way of knowing how their 
messages would look in print, saw no proofs, 
had no opportunity to revise or improve 
reproduction. Sometimes the final results 
turned out amazingly well—and sometimes 
they just turned out... 


Nine years ago, Intaglio Service began 
to banish the guess in gravure advertising 
... developed the first practical progressive 
proofs for colorgravure . . . permitted the 
advertiser to preview, check, revise before 
publication of the message. 

In nearly a decade of pioneering, Intaglio 


Service has improved techniques, advanced 
practices . .. was first to supply clients with 
complete color progressives and multiple 
positives .. . and to handle gravure copy in 
elements rather than the more expensive 
complete unit. 

The use of colorgravure is simple—with 
Intaglio Service. Just give us the original 
photographs or artwork, type proofs and 
comprehensive layout ... and we make 
working negatives—retouch, stage, combine 
in correct position in each of four color 
forms . . . produce the positives . . . etch 
proofing plates—give the advertiser proofs, 
and send the positives to newspapers and 
magazines anywhere. 


Witu a staff of more than a hundred 
craftsmen...the most modern physical plant, 
cameras, etching, and proofing equipment 
... full engraving facilities in Chicago as well 
as New York... Intaglio Service quickly 
delivers finest positives of identical quality, 
makes possible uniform reproductions, saves 
the advertiser worry, time, cost and temper. 
For best results from gravure. . . either 
monotone or color ...consult Intaglio! 


INTAGLIO SERVICE Corp. 


e Color Service Specialists 


NEW YORK: 305 East 46th Street 
CHICAGO: 731 Plymouth Court 
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“ow does that look? 


Mother and daughter have achieved a more pleasing 
effect. Doing little things to the pictures, the drapes, 
the furniture—they re their own interior decorating 


experts! 


Like so many homemakers, mother gets practical 
guidance in solving her decorating problems in The 
CHICAGO TIMES. A daily feature, “Designs for 


Living,” supplies the answers. Letters to the Interior 


CHICAGO'S MODERN 


Decorating service and other homemakers’ depart- 


ments totaled more than 150,000 in 1944. 


A variety of expertly-stafled women’s departments is 
just one of the reasons why homemakers insist on 
The TIMES. Upwards of 440,000 Chicago families 
buy it every day. More than 100,000 families have 


The TIMES delivered directly to their homes—the 


largest evening home-delivered circulation in the city. 


FAMILY NEWSPAPER 


THE TIMES 


CHICAGO'S URE NEWSPAPER 
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Shown in “Spellbound,” Belding’s new 


rayou fabric, spua aod woven by Ponemah. 
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Better care means longer wear for your Treasured Appliances 


Yew. most appliapers  pastivularly the 23) Dichwasher that will wash your greasy pots 


Cop. IMG. by Cale of Cutstornia. inc.. Los Angries II 


OELTh hr Fine 


prewar Westingh ase appliance Mustrated 
were built te “take i”. Aad in the past 
they've certainly proved they 


et even the sturdiest appliances 


bemianey to hemp thers suscteg in 
rm. A tinke care works wonders! 

Some brgtht day sf these Westinghouse 
“piverle workers” will again be available. 
Many other excitiog: new appliance, tow. 
Home Preeaees, Electric Clothes Dryers aud 
Steam trots. for example. And e grand new 


and pans with an much ease #9 your choicest 
crystal. But they're not available yet 
ewcntial war materiabs comer fins 
Meantime... send today for » tree copy 
of cur S2-page book, “The Care and Use of 
Eirctric Home Appliances”. It's packed tall 
of practical, easy 4 follow advice on how to 
make your present appliances do more and 
last bonges. Then, with these mage ~ebectrie 
helpers” im tiytop form, you'll know 
There's a Lift w Living Electrically! 


30 MnLION PRE WAR 
Westi nghouse 


TOUR PROMISE OF STH FiNEE OMFS TO Come 


TONE Oy LY COAREE TROMAS + SOUS we LOT & 


TRADITION-RICH — The enchantment 
of the South is set forth in this Delta 
Air Lines ad to remind America that 
it will be ready for postwar travelers. 


Wt-m-m ! How for 
"LUXURY UNLIMITED’ 


LUSTRATES 'SPELLBOUND'—Cole of California, Los Angeles, uses a dra- 
tically simple layout for the latest in its swim suit series. This one illus- 
ates a ‘Cole Matletex suit made of “Spellbound,"" a new Belding rayon 
fabric. Foote, Cone & Belding, Los Angeles, handles the account. 
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FOAMING BATH (2) 


RORERT Ho CLARK COMPANY, Hiept. 8.6, Beverly Hills, California 


_AOEEO Ea 


OPENS CAMPAIGN —First national 
advertising for Foaming Bath sachet, 
product of Robert H. Clark Co., Bev- 
erly Hills, Cal., is this copy scheduled 
for six magazines. The campaign will 
run from May through December. Mc- 
Cann-Erickson, Los Angeles, is the 
agency. 


DGES PONDER—Winners in one of the classifications of the annual ad- 
rising contest of the Public Utilities Advertising Association were selected 
judges John J. Downey, advertising manager, Majestic Radio & Television 
rp.; David W. Stotter, vice-president and copy chief of MacFarland, Ave- 
rd & Co., and Lee A. Clark, assistant general sales manager, Frigidaire 
vision, General Motors Corp., while Leo H. Rosenberg, vice-president of 
ote, Cone & Belding and committee chairman of the Public Utilities Adver- 
tising Association, looked on. 
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Gi/E YOUR BLOOD TO A FIGHTER! 


-O T APPEAL—Rainier Brewing Co.'s current poster showing on California outdoor panels carries the theme "Don't 
tow. Give your blood to a fighter.” The design is by Ren Wicks, Los Angeles artist. George Hall is art 
cto. and Ray Randall account executive for Buchanan & Co., Rainier agency which directed preparation of the poster. 


SESTNCRON ES ELECTRIC COMFORATION . Aen 25 Kime fie Rerpeter + MANSFIELD. ONTO HEAR TRG MALONE = MOR TOES HED EVERINGS, BOK NENTORE 


WESTINGHOUSE JEWELS—Diamonds, rubies, sapphires and other gems spell 
out the headline of Westinghouse Electric Appliance Division's four-color page 
appearing in the June 2 Collier's and scheduled for later dates in American 
Home, Good Housekeeping, House Beautiful and The Saturday Evening Post. 
The jewel design was created by H. W. Beatty & Sons, gem dealer of Cleve- 
land, long famous for its "paintings in jewels used as window displays. 
Pete 


oa 
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MEXICAN HOLIDAY—Following a broadcast on XEW, Mexico City, of "Los 
Bocheros," musical program sponsored by Canada Dry, these company exec- 
utives, posed in front of a map of Mexico are, left to right: Arthur Hurd, 
director of media research, J. Walter Thompson Co., New York; W. G. 
Schoppmeyer, general export manager, Canada Dry International, New York, 
and Wilmer Gullette, general manager, Canada Dry Bottling Co. of Mexico. 


Move oveR, MicHELANGELo / 


Y : “Wyandotte 


WYANDOTTE CHEMICALS CORPORATION — WYANDOTTE, MICHIGAN 


Speciatived Cleaving Moteriat: for Beviness, industry, 0d the Home + Altalies + Chlorine « 0 


Ceictom Corbeccte + Calclom Chierige « Other Bosie ond Intermediate Orqgonic ond lnorgenic Chemicals 


ELSIE'S EFFORT—This advertisement, sponsored by Wyandotte Chemicals 
Corp., Wyandotte, Mich., won an award of distinctive merit in the Art Direc- 
tors Club of New York 24th annual exhibition of advertising art. The original 
painting was done by an eight-year-old school girl, Elsie Staats of Phila- 
delphia. She called it Miss Muffit and presented it to her teacher. When 
Mrs. Staats was informed of the award, she said, "We don't know how Elsie's 
painting was entered in the exhibit, but she would have been very happy. She 
died Feb..4." N. W. Ayer & Son, Inc., Philadelphia, is the agency. 
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One 
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average 
Adam Hat Stores, Inc. National Chemical & Manufacturing Co If th 
Allied Florists Association National Distillers Products Corp. their p 
Atlantis Sales Corp. New York Savings Bank chang 
(French’s Mustard) North American Mutual Insurance Co. og 
P. Ballantine & Sons Northern Mutual Casualty Co. whole 
ee Biltmore Publishing Co. Pan American Coffee Bureau 
n agnanienanaanae Walter J. Black, Inc. Panate Company 
so eipciepeeiiiaegaaaien Blue Network, Inc. Paramount Pictures, Inc. { te 
The Borden Company Parker Pen Company wk 
Calvert Distillers Corp. Penick & Ford, Ltd. Acco! 
Charms Company Peoples Gas Light & Coke Co. unions 
Charms & Cain Phillips Petroleum Co. ful puk 
Chock full O’ Nuts Chas. H. Phillips Chemical Co. its all 
Colgate-Palmolive-Peet Co. —Division of Sterling Drug, Inc. 
Commercial Travelers Mutual Pierce Watch Co. Inc. Coler 
Accident Assn. of America Prima-Bismark Brewing Co. pany, ¢ 
Commonwealth Edison Corp. Procter & Gamble Co. (Duz) — hs 
* portan 
Conklin Pen Co. ; Jacob Ruppert hotels, 
Consolidated Biscuit Company S & W Fine Foods, Inc. But 1 
Continental Distilling Corp. Sante Chemical Co. ting a 
Corning Glass Works Scott & Bowne 
Daggett & Ramsdell Co. (Beecham’s & Associated Products) 
J Dean Milk Co. Seagram-Distillers Corp. oe 
Dearborn Supply Co. W. A. Sheaffer Pen Co. Gentler 
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pate Wilfred Funk, Inc. Twentieth Century Fox Film Corp. 
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Hydrox Corp. U. S. Time Corp. b : : be: 
acs eee aerate Interstate Laboratories, Inc. Universal Pictures Co. Inc. tion po 
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rrp ch gg a Mars, Inc. R. C. Williams & Co., Inc. Dpositi 
; , Oscar Mayer & Co. Wm. H. Wise & Co., Inc. Whole, 
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Color pages now available in New York and Chicago in the st 


to C-E 

Bric sep 

SATURDAY HOME MAGAZINE and COMIC PICTORIAL |}. 
distributed every week in the two biggest metropolitan markets in America—to more than a million - 

homes—through the Saturday New York Journal-American and Chicago Herald-American mere 

SHIGP the 

SALES REPRESENTATIVES: AMERICAN WEEKLY, INC. PUCK—THE COMIC WEEKLY tor a 


959 Eighth Avenue. New York 19. N.Y. and other principal cities throughout the United States 
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